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NEXT MONTH 


ITH this issue we change from Vol- 
ume I to Volume II, thus marking 
Al- 
though we have actually published only 11 
it was the first 
volume with the calendar year and start 


the first milestone in our progress. 


issues decided to close 


1921 with a clean slate. 


Again we want to express our very deep 
appreciation to those who have given us 
such tremendous encouragement by their 
support, and especially to those men who 
subscribed for a year without having seen 


what we were going to give. 


+ + 


i the next and succeeding issues there 

-written by men 
that will be 
“How I 
J.anded the Order” is more important now 


will be many articles 
actually on the firing line 
helpful in a very direct way. 
than ever before. But we can’t make our 
columns a real clearing house if you don’t 
do vour part. We are counting on your 


help. 


- + + 


HE editor is preparing a comprehen- 

sive outline of special features that 
have been arranged for succeeding issues. 
Announcement will be made shortly. In the 
meantime suffice it to say that we appreciate 
fully that our success will be in direct 
proportion to the value of our service to 
vou, and we can promise that if you liked 
THe Jopper’s SALESMAN in 1920 you will 


like it even better in 1921. 
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Get Your Dealers to Talk Up 
Their Merchandise 


You can act as stimulator. Tell them 
to play up the convenience, comfort, 
pleasure in using electrical products. 


Show them how to take Mrs. Jones to the 
side of the counter, put the C-H Seventy-Fifty 
Switch (attached to one of the cords) in her 
hand. Her fingers will at once begin to press 
the buttons. If you have a circuit available 
let her see how the press of the light button is 
followed by the pretty glow of the toaster 
resistor. 


They'll not only sell C-H Seventy-Fifty 
Switches but other merchandise as well, if they 
work a little harder on each customer. 


And you do the same, give them a sample of 
good selling methods by playing up your own 
lines. Get the orders, whether small or large— 
but get them. 


Check up the 70-50 Switches in the new 
metal display cabinets, keep these filled and 
you can count on a certain number of orders 
on this item alone on every trip. 


THE CUTLER-HAMMER MFG. CO., 
MILWAUKEE. 


In Canada—Benjamin Electric Mfg. Co. of Canada, 
Ltd., Toronto. 








How a Dealer Sold One Dozen Heaters 


A New York business man planned giving away 12 
electric heaters. Because of his familiarity with C-H 
70-50 Switches at his home, his choice of heaters was 
determined by the fact that one make that the dealer 
showed him, had the cord equipped with a C-H 70-50 
Switch. Since a heater gets hot when in use the 
switch eliminates the liability of getting burnt pulling 


the connector from the heater. 
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HOW ABOUT 1921? 


No Occasion for Gloom If We Put Our Shoulders to the Wheel 
By N. G. HARVEY 


Vice-President, Illinois Electric Co., Chicago 


T is always of interest to look ahead, as we stand on 
I the threshold of a new year. 

This year it is much more difficult to anticipate 
what the future holds in store, as we are passing through 
a period not only unique in the history of this country 
but a condition affecting the entire universe. There are 
many conflicting factors that enter into a survey of the 
future, still there are certain outstanding features that 
can be reckoned with, especially in so far as the electrical 
industry is concerned. Let it be said, however, that 
prophesies are always “‘subject to change without notice” 
—even before these views of mine come before your at- 
tention conditions may be radically changed. 

Speaking from the standpoint of the electrical jobber 
our volume of business is liable to decline during the 


winter months. This, partly because of the financial 
situation and partly in sympathy with marked reductions 
of prices in other lines of business. 

Business is never good on a declining market. 

I do not believe prices in the electrical business are due 
for any immediate or great decline. We, of course, will 
have some price reductions, but I look for them to be 
rather gradual and of such nature that should not cause 
the jobber or dealer a loss, unless we bring that condition 
The reason I do not look for any mate- 
rial or immediate reduction in prices is that, to begin with, 


upon ourselves. 


the staples and many of the specialties in the electrical 
business have never had the advance in price that many 
staples and specialties in other lines of business have had. 
I think this can easily be demonstrated. 
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Also, there has been no profiteering in the electrical 
business, at least in so far as the jobber and dealer are 
concerned, and I really believe that there has been very 
little in the manufacturing end of the business, and cer- 


tainly not in the operating end. In other words, our ° 


prices have not been and are not now fictitious. 


The cost of labor is not going to go down to pre-war 
costs—or near that mark, and that, of course, is the main 
influence in our price situation. 

It seems to me that the price of steel is not liable to 
undergo a further material reduction—on account of the 
prospective big demand of railroads and buildings. Cop- 
per is probably about as low as it will go. 

Prospects for the continued demand for electrical goods, 
even for the immediate future, at least not later than next 
spring, are excellent, except as influenced, as stated above, 
by falling prices in other lines of business, slow collec- 
tions, ete. 

Next spring, I look for excellent business and prices 
within a small percentage of where they are at present. 

The future of our business seems to me too bright for 
us to allow a little slump that may be with us this winter 
to influence our conduct very much or cause us any serious 
loss. 

The danger is that, among the jobbers, we may have 
some who, because their volume is not: keeping up to old 
marks, or up to where they believe it should be, will let 
their salesmen’s statements and the word of buyers con- 
vince them that their prices are high and the business 
is going elsewhere, and, finally, reduce their prices to 
‘get the business.” 

Of course, these jobbers cannot create a demand at 
lower prices if that demand does not exist, nor will they 
be able to convince the buyer that it is a good plan to buy 
on a declining market. About the only result that would 
be accomplished would be to disturb conditions, with a 
loss not only to themselves, but all other jobbers and 
dealers, and without helping anyone. 

It should be the duty of the sales manager to see that 
lis prices are not easily influenced, at a loss to his house, 
on stock on hand, unless there is a good and sound reason 
for a reduction (not merely on account of the fact that 
his sales are not up to normal, or the word of his salesmen 
and buyers that his prices are high). 

(1 do not generally distrust salesmen, but the easiest 
excuse in the world that the buyer offers them is the old 
joke about the price, and they are liable, in time, to get 
on the buyer’s side of the fence in their report to the sales 
manager. ) 

This should be not only the sales manager’s job, but it 
should have the closest attention of the general manager 
or main boss, whatever title he may hold. 

During the war, our sales departments were required 
to conserve supplies—to avoid supplying non-essentials, 
ete., and since the war the demand has, in general, so far 
exceeded the supply that it is true our salesmen have be- 
come more or less order-takers or diplomats. 

Undoubtedly, the time has arrived when they must do 
some selling and not depend on “order-taking” alone. 
This condition should be watched closely by the sales 
manager, and the non-producer in the sales department 
should be let go. Economy should certainly be practiced, 
not only in the sales department as to salaries and ex- 
pense, but throughout the entire organization. 


About stocks, I believe both the jobber and dealer 
should endeavor to carry adequate stocks to give service. 
Any loss from price reductions that may occur temporar- 
ily will not nearly off-set the benefits to the business, in 
the long run, of good service. 

I believe there is a good deal of merit in the suggestion 
that the manufacturers guarantee their jobbers and deal- 
ers against loss through their own (manufacturers’) price 
reductions for a reasonable length of time, long enough, 
under usual conditions, for the jobbers and dealers to 
dispose of the goods. This question has had a good deal 
of publicity, and I will not go into it further here. 

A suggestion that might be worth while is that the pur- 
chasing agent write to his leading manufacturers, asking 
for their opinions as to conditions in general and of their 
lines in particular. 

About aid that manufacturers’ and jobbers’ selling or- 
ganizations can give to the contractor-dealer—our sales- 
men ought to keep the dealer posted as nearly as possible 
as to conditions, and during the period of declining prices 
or prospect of declining prices we ought to be careful not 
to overstock the dealer; that is, the dealer should not 
take a speculative loss on his merchandise. 





I believe the jobber should extend, in so far as practi- 
cal, the same guarantee to his dealers against reduction of 
prices that we are asking for from the manufacturers. 

About credit extensions, I will not attempt to offer any 
suggestions to the credit manager other than that he, the 
sales manager, and purchasing agent should constantly 
study the situation carefully, and take into consideration 
all factors affecting the different lines handled by the 
jobber. Some lines are more likely to change in prices 
or supply than others, etc. 

Looking at the prospects of the electrical business in a 
broad way, to cover a period of years in the future, I 
must say that I feel that our prospects were never so 
bright as they are at present. The appliance business is 
only beginning—retail distribution of electrical supplies 
also, we are only on the doorstep of a 





is in its infancy 
tremendous business with farmers. 





Farmers are going to have electric light and power— 
central-station service—just as they have telephones and 
other modern conveniences, and that will be an excellent 
field for motors and appliances, besides the material for 
the lines and installations. 

The needs of railroads and the tremendous need of 
building of all kinds all over the country will certainly 
keep our industry busy for years to come. 

The demand is liable to exceed the supply for “some 
time, unless the rate of supply increases materially. 

Also, we should not forget the new water-power law 
and the possibilities under it, especially for the western 
part of the country. 





Be a patriot! Don’t mar the immortal emblem of hu- 
manity, the Declaration of Independence. 
* * # 
Every blade of grass is a study, and to produce two 


where there was but one is both a profit and a pleasure. 
* & * 


Teach economy, that is one of the first and highest 
virtues. It begins with saving money. 
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1920 A Year of Achievement 


Brief Review of Outstanding Development in Electrical Industry 
During Past Year 


By AINSLIE A. GRAY 


Publicity Council, Electrical Supply Jobbers’ Association 


OWARD the end of every year, for a good many 
years, I have been looking the electrical industry 
over and arriving with more or less accuracy at 

a sort of general summing up with regard to what we have 
all been doing during the twelve months under review. 

Every year, for a good many years, I have, quite 
naturally, found that, in this respect or that, the year 
under scrutiny was the greatest ever in electrical his- 
tory. We are always doing something remarkable one 
way or another, and the record is always one to make a 
fellow feel proud that he is, if only in a small way, a 
part of something so wonderfully inspiring. 

Take the year just closed, for example. We began at 
a tremendous pace and we ran so far and so fast. that 
going for three-quarters of the whole way at 150 per cent 
acceleration, when we slowed down to a mean 125 per cent 
on the last quarter we all had an idea that instead of still 
going at much above the normal we were practically stand- 
ing still. 

The figures won't 
admit it. It’s 


been a big year and 







every day in the year 
has played its part. 
Not that it would 

not have been a 


bigger year if 


we could have gotten the raw materials, moved the 
stuff, made the grade and billed all the goods ordered 
at the peak of demand in 1920. 


However, a lot has been done. ‘The central stations, 
for instance, without a friend in the world, have found 
some place, somewhere, to conceal in the hiding places of 
the needy, some $300,000,000 of securities, bonds and like 
impedimenta. It is rumored, not without certain strong 
evidence of the impeachment being well founded, that a 
not inconsiderable portion of these issues have found their 
way into the strong boxes and vaults of electrical supply 
jobbers and electrical contractors and dealers. 

This $300,000,000 is admittedly not adequate to do the 
job of improvement, repair and extension that is needed to 
be done, but the pittance has gone a long way. For the 
first time in the history of the industry the average daily 
output of electric light and power companies went above 
125,000,000 kilowatt-hours, September reaching a high 





record of an average daily output of 128,300,000 kilowatt- 
hours. The gain in central station output for the first 
half of 1920 was about 17 per cent. Figuring the in- 
creased lighting load as an offset to any curtailment in in- 
dustrial power demand, it is safe to assume that a mean 
average gain of 17 per cent will be maintained for the 
whole year. Based upon returns for 1919 the output for 
1920 should reach approximately +7,000,000,000_ kilo- 
watt hours — pretty good for a struggling industrial 
waif. 

There were many developments in apparatus and in- 
struments of a tremendously important and interesting 
character. These are being revealed in other more techni- 
cal mediums with which the industry is being so excel- 
lently served, so we won't stop to describe them nor dis- 
cuss them here. 

The gains in appliance sales were gratifying. Heat- 
ing device sales are estimated to have jumped from ¥18,- 
000,000 in 1919 to $28,000,000 in 1920; vacuum cleaners 
from $20,000,000 in 1919 to $35,000,000 last vear, and 
washing machines from ¥50,000,000 a year ago to an esti- 
mated $100,000,000 in 1920. 

Statistics, nowadays, are not startling. Anyone who 
has listened to or read Bill Goodwin during the last twelve 
months (and who hasn't, tell me) knows what a whale of 
a business we are in, and how lustily progress is being 
made. In recent years I’ve been getting my real thrill in 
figuring out the possibilities of the year to come, rather 
than in gloating over the things we have done. 

And it seems to me that every year brings a new vista, 

with countless opportunities for the alert and the 


willing - to - 
learn - and - 
work kind of 
men. With 
the big jobs 


of raising 








the stand- 
ards of home and 
industrial illumina- 
tion through artificial 
lighting to daylight stand- 
ards ; the tremendous demand for energy for furnaces and 
machinery in the steel industry ; the enormous other devel- 
opments in electrochemistry and electrometallurgy ; the rise 
of electric welding; the magnificent development of water- 
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power resources, with its splendid correlated achieve- 
ments, the super-power plan and interconnection of sys- 
tems and networks of distribution, to say nothing of the 
satisfying of the insatiable demand of the man on the 
street and the woman in the home for electrical comforts 
and conveniences of every description to look forward to, 


study ; that the engineering or technical features of illum- 
ination or panel boards or motor equipments are shrouded 
in mystery is plumb loco. There is more mental strain 
in auction bridge and forty pinochle. 

So let’s, first of all and right away, get clear of the 
notion that electricity is a dark subject and let’s learn 


there is here no place for 
men of little vision, of pal- 
try ambitions or of the fu- 
tile, fuddling type. 

All of these rapidly de- 
veloping opportunities will 
mean that the industry will 
continue for some time in 
a state of flux and change. 
The users of material will 
better in- 
formed as more intelligent 


be constantly 


exploitation and wider 
ranges of publicity reveal 
the utility of things elec- 
trical and tell the story of 
the materials and products 
available for universal ap- 
plication. 

Everyone in any way 
touched by electrical things 
will be asking questions 
more intelligently, will be 
discussing them more as 
commonplaces. Merchan- 
dising of electrical de- 
vices will mount on a con- 
tinuously ascending scale. 
The prizes of prestige and 
the rewards for usefulness 
will go to those who are 
well informed. 


And, after all, this gets 
us down to the heart of 
What 
part of this job is the elec- 
trical 
salesman’s 


our preachment. 


supply jobber’s 

job? Where 
does he fit in, and what 
is he going * 
it? 

To my mind he counts a 
lot, and his work will be- 
come increasingly impor- 
tant. 


do about 


There seems to have 
prevailed in some places 
an idea that because his 
range as a salesman cov- 
ered so many items that, 
not being expected to know 
everything about every- 
thing in the book, he some- 





Chantler Joins Staff 





E take pleasure in announcing the ap- 

pointment of Thomas F. Chantler as 
Eastern Editor of THE JOBBER’S SALESMAN, 
effective Janaury 1, 1921. He will have 
headquarters at our New York office, 116 Nas- 
sau street, where he will cordially welcome vis- 
itors. 

Mr. Chantler is well known as a writer on 
subjects relating to salesmanship, especially as 
applied to the electrical field, and he brings to 
our staff a practical experience which ad- 
mirably fits him for his new duties. For the 
past three years he has been manager of the 
service department of the Society for Elec- 
trical Development, Inc., in which capacity 
he was enabled to make an exhaustive study 
of conditions in the electrical industry. Pre- 
viously he conducted classes in salesmanship 
in several eastern cities and for a number of 
years was in charge of the dealer service de- 
partment for the Michigan Stove Company. 
His practical selling experience was gained in 
the insurance and real estate fields. 

The acquisition of Mr. Chantler enables us to 
increase the extent and value of our editorial 
work and is in line with our policy of making 
THE JOBBER’S SALESMAN truly a magazine 
of service. 











enough about it to see that 
it is full of light. Then 
throw overboard the idea 
that we are not expected 
nor supposed to know all 
about it. We never will 
know all about it. No one 
ever will. But we can 
make a good stab at it. 
And if we really try to 
understand we will be sur- 
prised to find out how easy 
it is to be mighty helpful. 
The electrical su p ply 
jobber’s salesman is the 
point of contact between 
the man and his problem 
and the product that will 
help the man to solve his 
The more useful 
information the salesman 


problem. 


can pack the more friends 
and real admirers he will 
make for himself while he 
is making customers for 
the house. The more 
friends and admirers he 
makes for himself the 
greater will be his value to 
his house or some other 
house. This is a day when 
folks want to know. When 
you can get your customer 
to say: “Bill” or “Jack, 
you re just the man I want 
to see, I’ve got something 
to ask you,” you needn't 
envy any other man his 
job. 

That’s the keystone in 
the arch that bridges the 
river of doubt. “I Want to 
Ask You Something”’ is all 
the difference in the world 
from “Nothing Doin g— 
Too Busy to See You To- 
day.” 

Fatten up on food for 
thought—read the electri- 
cal trade papers—study 
the fine print notes under 
the cuts and at the bottom 
of the page on manufac- 


ee ee EE 





how wasn’t expected to know anything about anything in 
the book. 

That is all wrong. Any electrical supply jobber’s 
salesman who lets anyone lead him into the idea that a 
jobber’s catalog is to be avoided as a matter of close 


turers’ catalogs—make 1921 high average for questions 
answered, even foolish ones. 

As to “where do you get off?”—if the boss needs you 
so much right home that he hates to concede that the cus- 
tomer might need you more, you don’t get off—you go up. 
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Why I Hire and Fire Men 


Here Are Answers to Questions in the Mind of Every Salesman 
By D. E. HARRIS 


Vice-President and General Sales Manager, Pacific States Electric Co. 


IS fingernails were dirty! 
In almost every other respect he had all the 


qualifications for a successful salesman. His 
manner was quiet and reserved: he had poise: he was 
satisfied with himself; he knew the business fairly well, 
and he came pretty well recommended. But his finger- 
nails were dirty! 

And instinctively I felt that he would not do. 

That’s rather an odd way, you will say to begin an 
article intended to tell you some experiences in “Hiring 
and Handling Salesmen,”’ and I do so only that you who 
read may understand that it is the “little things” which 
influence most any man in an executive position who has 
to do with the employment of new people. 


Looking back over the years I have been engaged in 
the electrical jobbing business I am rather inclined to the 
opinion that the ‘“‘man who hires and fires” is the same 
in all lines of business. Mostly he hires on a hunch and 
fires on facts. 

Some time ago I had occasion to interview a young man 
who sought a position with my firm as a road salesman. 
His appearance was~good, his education was okeh, but 
after I had talked-with him ten minutes I felt that I had 
learned everything it was possible to know about him. 
Rather I mean, during the ten minutes interview he told 
me everything there was to know. He left nothing un- 
said, and I had no questions to ask. Instinctively I felt 
that it would take him only ten minutes to tell a customer 
all there was to know about the wares he had for sale and 
the customer’s interest would cease when he stopped talk- 
ing. Needless to say I played my hunch and didn’t hire 
him. I afterwards learned he went to work for someone 
else and didn’t make good after a four week’s trial. 

On the other hand, another young man who called about 
the same time talked so little that in five minutes he had 
me talking about the sort of spirit I admired in sales- 
men and how it was necessary for a salesman to get this 
point of view to make a success with us. “I quite agree 
with you,’ he said. “A man must above all things be 
loyal to the company for which he works. I was loyal 
to myself and my country and I know I can be loyal to a 
house which preaches such a spirit to its men and backs it 
up with actions.” Almost before I knew it I had en- 
gaged that young man. He has since developed into one 
of our best salesmen. 

Unless I am seeking a man with technical knowledge, 
for a technical position, I am not so seriously concerned 
as to whether or not he is a college man. I am much 
more concerned with whether he is dissatisfied with his 
own education, as far as it has gone and is trying to im- 
prove himself. In other words the man who is studying 
at home, or in university extension courses, in his own 
time, interests me a great deal more than the man who has 


finished college and considers his educated completed. 
The kind of men who are trying to improve themselves 
work harder at their jobs and while their volume of sales 
may be smaller, ultimately they will outsell the self 
satisfied men five to one. 

Every salesman, in fact everyone in our employ, is en- 
couraged to do outside study. We want them to be more 
proficient, because the more efficiently they perform their 
work, the greater is their personal remuneration and the 
greater their satisfaction, for after all, satisfaction with 
one’s job is largely measured by dollars and cents. 


In hiring men I always pay particular attention to 
how many places the man has worked. If he is a young 
man and has worked in half a dozen or so places, I hesi- 
tate about hiring him, for he is likely to be a disgruntler, 
who spends most of his time trying to make others dis- 
satisfied. We have no place in our organization for such 
men. However, this condition is not always true and 
should have special investigation. 

If fairly well impressed with the applicant, I furnish 
him with an application blank, asking him to present it to 
me the next day at a given appointment. You may say, 
‘Why not take him on the first call?’’ Well, there are 
many reasons. We want men that wear well, men who 
can call on the trade day in and day out and be welcome. 
| have had an applicant who made an excellent impression 
on the first call, the second not so good, and after the 
third I was sure he would not fit in our organization. I 
do not claim to be a character analyst, but I find what 
little knowledge I have helps quite materially in hiring a 
man. Study his eye, forehead and fingers. They all tell 
a wonderful story. 

In filling an application blank it is necessary ‘or the 
applicant to state his references. These are very closely 
checked. I have had brought to my attention many cases 
where an applicant has given a list of references which 
do not include anyone in any of the organizations in which 
he was formerly employed. This undoubtedly arouses 
one’s suspicions. I have one recent case in mind where 
the applicant made a wonderful impression, but in not 
a single case did his references include his former em- 
ployers. Upon investigation and as a result of the in- 
formation received, I refused to hire this applicant. 

If an applicant is married, I try to find out something 
about his home life. Is it happy? Is his wife extrava- 
gant, or is he inclined toward extravagance? Does his 
wife nag him? It doesn’t take many questions to find out 
these things. There is a chance for a man who has such 
handicaps but it is a slim one, and unless forced to be- 
cause of the excellence of his other qualifications, I always 
hesitate to engage such a man. A nagging wife is a far 


(Continued on page 90) 
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Brief Bits of Selling Sense 


Arguing Over Things Foreign to Business is Risky 
By INTERVIEWER 


HAT actual difference does it make to you, for 
instance, if Herman Snifflbaum, who operates 
the Daisy Electric Shop in Clover Center, does 

hold to the theory that scraped 
parsnips stewed in prune juice 


time when othérs are engaged in upholding their opinions 
regarding things in general and note how quickly some 
one or the other of those so engaged is moved to some as- 
sertion which even the charitably 
inclined cannot accept as sound. 





and flavored with a dash of Lydia 
Pinkham “kick” 


than the stranger in the big city 


creates more 
who starts out to see a girlie show 
but lands by mistake in the theater 
next door, where an amateur ben- 
held 


for wind-broken cornet players 


efit performance is being 


what actual difference does _ it 


make? That is to say, of what 





HIS is the first of a 
series of twelve perti- 
nent pointers on selling 
picked up by our workers 
in the field and done into 
this form by Interviewer. 


Haven't you, yourself, when par- 


ticipating in such discussions, 
many times had occasion for later 
regrets over some foolish state- 
ment that slipped out under the 
of desire to your 


The unspoken word, so 


stress 
point ? 


carry 


goes the old Chinese proverb, is 
your slave, the spoken word your 
master. 








moment is it so long as you never 
for a moment lose sight of the fact 
that your business in life is being 
a jobber’s salesman, and that your one and only purpose 
in visiting Herman is to fix it so that he will have nothing 
left but conversation to hand out to the next salesman who 
calls? What Herman holds to be true of this or that, silly 
or unreasonable though it may be from your point of view, 
detracts not one bit from the par value of his good mon- 
ey; and your job, first, last and all the time, is to get 
some of that money in exchange for the goods that the 
hguse hopes you'll find time to sell during your jaunts to 
all the pleasant and interesting places on your route list. 

Of course, if yours is the temperament that cannot be 
happy unless setting others straight concerning the 
opinions they hold that run counter to yours, go to it. 
But, whatever you do, be efficient—hire a hall; take it 
out on the fellows in the ahmen corner in the barber 
shop, tell “her.” But why, for the love of Michael, mix 
the gladsome business of selling with an undertaking such 
as that of educating others to your point of view—why ? 
Teaching is a woefully underpaid profession and only the 
exceptional few contrive to earn the equivalent of what 
is regularly paid for like intelligence and effort in other 
tields 

Your business is to sell electrical merchandise and to 


ask the next ten schoolmarms you meet. 


help your customers to become better merchandisers. 
That’s a man’s size job of itself, and if it is properly at- 
tended to will not leave you nor any other man time to 
think of or discuss other things during business hours. 
Besides, it is not telling you anything you don’t know, to 
remind you that your sweet intimacy with the payroll car- 
ries no obligation to change the beliefs, political, religious 
and otherwise of your customers. 

Trying to change a prospective customer’s views on 
subjects foreign to business, aside from being a waste of 
time and effort so far as selling is concerned, entails a 
tremendous risk of saying or doing something calculated 
to offend and lead him to lower his opinion of your good 


sense and ability as a business man. Sit quietly by some- 


There is danger enough and 
more of slipping up even when 


vour statements are confined to 


business and the things to be sold; so why augment that 
visk by venturing beyond that field! No salesman suc- 
ceeds consistently in saying all that should be said about 
his goods and his proposition. It can be put down, 
therefore, as a fact that arguments about matters foreign 
to business are detrimental to the salesman’s best interests 
always. 

Understand, however, if you please, that you are not 
being told that it is bad practice to have and display a 
friendly interest in the matters affecting the success, hap- 
Ask after his 
health, of course, and inquire if you wish about other mat- 


piness and comfort of your customer. 


ters you know are of importance to him—ask, that is, and 
listen, but don’t argue. Too, if you find your prospective 
customer low spirited, cheer him up; that’s your duty and 
also good business, but keep it in mind always that your 
real business is to talk business and sell goods. 

The man who is incapable of friendly interest in the 
things that are of moment to those with whom he does 
business, upon whose good will he depends for bread 
and butter, cannot hope to go far as a salesman. For we 
get just about as we give in this world, and the man with- 
out true regard for the welfare and best interests of oth- 
ers invites that same indifference in return—we get our 
business from our friends, not enemies. But there’s an 
insuperable distinction between displaying a friendly in- 
terest in the views of others and trying to make them 
see eye to eye with us, especially when the subject at 
hand is foreign to business. 

In a nutshell, if it does not promise to further your 
chances for business or to establish you on a more friendly 
footing with your prospective customer, don’t say it. 
Talk business. 





A business can have two means of sales promotion—its 
salesmen and its customers. 
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Passing the Lighting Buck 


The Job of Showing the Dealer How to Sell Illumination is All Yours 


By W. E. UNDERWOOD 


HE responsibility for thinking up new lighting 
stunts, devising new lamps and reflectors and 
adaptations, scheming out new ways to sell lighting 

and new advertising stunts is pretty much up to the 
manufacturers of lighting equipment. They have unani- 
mously accepted the nomination and they work over-time 
at the job. Hardly a day passes without the launching 
of something new in the way of lamps, lighting units, fix- 
tures, merchandising ideas and advertising. Lots of these 
things naturally are flivvers. Enough good hunches, 
however, are hatched out to keep the lighting industry ‘on 
its toes constantly. There’s no sales game in the world, 
not even excepting the automobile or “movie” business, 
that travels ahead at a faster rate. You may be pretty 
wise on lighting today, but go on a farm for a year and 
your illumination dope will be as obsolete as Noah’s ark 
when you get back with the lighting boys again. 


Who’s the Guy That Wakes the Bugler Up? 


The contractor-dealer is really the bugler in this man’s 
lighting army. It’s up to him to tell the army of home 
folks, merchants and factory people about lighting. Un- 
fortunately the contractor-dealer or retail lighting man 
is not bred to self-rising. Somebody’s got to snake him 
out of the hay in the cold gray dawn! Who bids for the 
job? Nobody chirps—it’s as popular as measles. 

Well sir, ten years ago this congenial little task fell to 
the manufacturer of lighting equipment. His own sales- 
men were calling on the contractor-dealer, inasmuch as 
less than half of the output went through jobbers. These 
salesmen knew as much about retailing as they knew 
about selling to the retailer. They realized that they 
had to aid the dealer to move his goods from his shelves 


to the public. They were full of retail merchandising 


ideas, they scouted up advertising material. As like as 
not, they peeled off their coats and helped the dealer 
build window displays. They went out and helped sell 
the hard-boiled prospects. Having nothing to sell but 
their own special line they could well afford to give the 
dealer this service. 

But those happy days are gone, never to return. Most 
lighting equipment, today, which is handled by the retailer 
is obtained through jobbers. The manufacturer’s sales- 
man no longer calls on the dealer. His time is all spent 
with the jobber. The change had to come for the sake 
of economy. The manufacturer cannot distribute his 
goods to the retailer as economically as can the jobber 
and this lowering of distribution costs reacts to the good 
of all concerned. 


But, it means that the manufacturer passes the buck 
to you. It’s now up to you to arouse the bugler—you re 
elected to be lighting guide and mentor to the retailer. 

There’s no use cussing the manufacturer either—he’s 
just as anxious as you are that the retailer should know 
all about lighting and know all the latest frills. The job 
is wished on you because you are the one and only “‘con- 
tact” man. You know the retailer by his front name and 
can take him by the top button of his vest and tell him 
by word of mouth what's what in the lighting game. No 
amount of printer’s ink or correspondence or Sat day 
Evenin’ Post advertising can ever get the same result as 
that personal “me to you” stuff which filters in through 
the ears instead of through the eyes., Lots of fellows 
can’t or won't read, but most of them can hear. 

That’s the whole thing in a hickory husk—you are the 
contact man—the lad who actually knows whether or not 


(Continued on page 73) 
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Making Campaigns Pay 


Here Are Suggestions That Have Proved Successful in Another Field 


“SUCCESSFUL selling campaign,” in my belief, 
is a campaign which not only produces results in 


closed business, but also forms a foundation for 


other selling campaigns which 
are to follow. It must also be 
one which carries credit, not 
only to the organization, but 
to the salesman representing 
the organization, as_ well. 
There are certain vital essen- 
tials in every successful selling 
campaign, which may be 
likened to the links in a chain, 
and, “‘‘as the chain is only as 
strong as its weakest link,” so 
is a selling campaign only as 
strong as the weakest of these 
essentials. 

Carrying this _ illustration 
further, I would say that the 
first link in the chain of a suc- 
cessful selling campaign would 
represent the “organization” ; 
the second link would repre- 
- sent the “product” to be sold; 
the third link would represent 
the ‘“‘salesmen”’; the fourth link 
the “publicity”; the fifth link 
would represent the “price’’ at 
which the product is to be sold. 

The first link :—“The organ- 
ization’’—must be honest, with 
capable and efficient executives 
in charge. It must follow 
honorable lines of accepted 
business standards. It must 
maintain its integrity at all 
cost. It must be prepared to 
guard and protect its reputation 
and standing in the community, 
even at great expense, and, 
sometimes, almost total loss to 
it in the conduct of its business 
affairs, and, above all else, it 
must be fair and square, not 


only in its dealings with the public but with its salesmen. 

The second link:—“The product’’—must be of equal 
strength and value with the first link, for the best and 
strongest organization in the world cannot successfully 
On the other hand, the best 
product in the world cannot be successfully sold by an 


sell an inferior product. 


inferior organization. 
made or presented. 
value. 


The product must be honestly 
It must have an honest, intrinsic 
It must be one with which the organization will 


By WILLIAM H. BRITIGAN 


The Wm.'H. Britigan Organization, Chicago 





WitiiaM H. Brirican 


Mr. Britigan, himself a rapid-fire salesman, has 
developed a sales organization numbering over 400 
which in point of efficiency is second to none in this 
country. When asked to explain his success, Mr. 
Britigan gave the following as essentials to the 
success of any campaign: Organization, Product, 
Salesmen, Publicity and Price. 

Although his “line” is sub-divisions, Mr. Britigan 
believes that the same methods can be applied to 
the electrical field and in the accompanying article 
he explains his policies for the benefit of readers of 
Tue Josper’s SALESMAN. 


writeups, or special notices. 


be proud to have its name associated, and one which can 
be honestly vouched for by the organization and sold by 
the salesmen, not only with profit to themselves, finan- 


cially, but with credit and 
honor to them as well. 


The third link: 


—must be of a representative 





‘““Salesmen” 


type of men; clean cut, honest, 
with a reputation or character, 
that would prefer to sacrifice 
temporary financial gain for the 
honor and integrity of the or- 
ganization. Such a man will not 
misrepresent his product nor his 
organization, but he will be a 
man of whom the organization 
will be proud, and who will be 
proud of his organization in 
maintaining its esprit de corps. 
A poor sales force cannot suc- 
cessfully sell the best product 
backed by the best organiza- 
tion, nor can a good sales force 
successfully sell a poor product 
backed by a weak organization. 
It is, therefore, apparent that 
this link in the chain must be 
of equal strength with the two 
preceding links. 

The fourth —link:—‘“‘pub- 
licity’—must be of equal 
strength with the preceding 
three links. It must be of a 
character in keeping with the 
organization and the product. 
Some products require a dig- 
nified, conservative method of 
presentation and __ publicity; 
other products admit of more 
or less vivid or spectacular 
style of publicity. Publicity 
may be given through the news- 
papers, by advertisements, 
It may be also given by per- 


sonal solicitation of its salesmen or representatives. It 
may be also achieved through the prior successes of the 
organization and the natural following or clientele that 
prior successful selling campaigns have attached. The 
organization may have the best product, with capable 
and efficient, honest, salesmen, but unless the buying public 
is aware of the opportunities offered, the selling cam- 
(Continued on page 55) 
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Adventures of Hardluck Sam 


Our Hero Is Decorated with the Double Cross 


ADVANCE CARD 
Oct. 22nd, 1920. 
I AM COMING! 
Mr. D. S. Evans, Princeton, Illinois. 
Am headed your way, full of business. Will see you 
on or about Oct. 30th, 1920. Save me an order. 
Yours very truly, 
Sam Jinks. 
TELEGRAM 
Oct. 31st, 1920. 
Electric Supply Co., 

St. Louis, Mo. 

Ship D. S. Evans, Princeton, Illinois, nine three wire 
twelve-circuit two-twenty-volt slate-base panel boards. 
Specifications follow. 

Sam Jinks. 
Nov. Ist, 1920. 
Mr. D. S. Evans, 
Princeton, II]. 
Dear Sir: 

We are in receipt of your valued order of the 31st ult., 
for panel boards, given to our Mr. Jinks, for which please 
accept our thanks. Inasmuch as these panels are not car- 
ried in stock, we have forwarded your order to our factory 
for direct shipment. The price will be $67.20 each, 
F. O. B. St. Louis. 

Thanking you for past favors, and awaiting your fur- 
ther commands, we are, 

Yours very truly, 
Electric Supply Co. 
Nov. 5th, 1920. 
Electric Supply Co., 
St. Louis, Mo. 
Gentlemen: 

Kindly hold up my order for panel boards, as this is a 
factory job, and you know how these people are, they 
say the price is awful, maybe we will have to do the work 
some other way, anyhow will let you know in a few days 
if we can pull it across, but you wire your factory to hold 
as I don’t want no fancy panel boards on my hands. I 
got enough junk now to wire a public library. 

Yours truly, 
D. S. Evans. 
Nov. 10th, 1920. 
Mr. D. S. Evans, 
Princeton, III. 
My Dear Mr. Evans: 

I have a letter from the firm enclosing copy of yours 
of the 5th, and am sorry you are having trouble over the 
price of those panels. 

Now, Mr. Evans, I was on the job with you, and you 
know those panels are absolutely necessary from the 
standpoint of safety, and you must get hold of those fel- 
lows and convince them the price is right. 

I happen to know that the slate mines in Silesia are in 


a bad way, and the price is liable to go up any minute, 
and its no use to talk of good old U. S. marble, which is 
sky-high on account of Vermont taking Prohibition so 
hard. 

Talk to them like a father, I know you can do it, I 
believe in your power of argument ever since you per- 
suaded me to bet on Willard. So go to it, old friend, and 
here’s luck. 

Sincerely yours, 
Sam. 
Nov. 15th, 1920. 
Electric Supply Co., 
St. Louis, Mo. 
Gentlemen: 

In regard to those panel boards I wrote about, I got a 
letter from Sam and I managed to win out with his dope 
about the slate fields having one leg in the grave, though 
personally I don’t think any of their slate ever saw the 
outside of Pennsylvania, anyhow you can ship the panels 
and let it go at that. 

Yours truly, 
D. S. Evans. 
Nov. 15th, 1920. 
Mr. D. S. Evans, 
Dear Sir: 

We are in receipt of a letter from our factory stating 
that, owing to the increased cost of labor and material, as 
well as the fact that your panels require some special 
work, they will be unable to furnish same except at a 20 
per cent advance. 

We regret this unfortunate development, but we have 
the utmost confidence in your ability to convince your cus- 
tomer that this advance is necessary. 

We have instructed the factory to hold the order until 
further advised, and trust to hear from you favorably 
within a few days, so the work can go forward. 

Yours very truly, 
Electric Supply Co. 
Nov. 16th, 1920. 
Electric Supply Co., 
St. Louis, Mo. 
Gentlemen: 

I guess you and Sam take me for a Philadelphia lawyer 
or something, you seem to think I can make these tight- 
wads swallow anything, I guess I have to tell them now 
the copper mines has all fell into the hands of the Bol- 
sheviki. Well, believe me, you’re safe where you are, but 
I live in this town and I got enough right now, all I ask 
is you cancel this order and write me the name of the 
people who makes these panels, as I am going to sell my 
Liberty Bonds and buy shares in their company, as any- 
one who can get $80.64 for a forty-dollar panel and 
keep out of the Pen ought to make lots of jack for their 
stockholders. 

Yours truly, 
D. S. Evans. 
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TELEGRAM 
Nov. 17th, 1920. 
Samuel Jinks, 
c/o Antlers Hotel, 
Taylorville, Ill. 
Evans cancelled panel boards. Jump to Princeton and 
see him. 
Electric Supply Co. 
TELEGRAM 
Collect. 
Nov. 20th, 1920. 
Electric Supply Co., 
St. Louis, Mo. 
Sam just left here. Advance O. K. Ship panels rush. 
D. S. Evans. 
TELEGRAM 
Collect. 
Dec. 4th, 1920. 
Electric Supply Co., 
St. Louis, Mo. 
have not arrived. Must December 


Panels have by 


tenth. Answer. 


D. S. Evans. 
TELEGRAM 
Dec. 4th, 1920. 
D. S. Evans, 

Princeton, III. 

Panels shipped November twenty-eighth. Have started 
tracer. Will advise. 

Electric Supply Co. 
Dec. 10th, 1920. 
Mr. D. S. Evans, 
Princeton, Il. 
Dear Sir: 

We have just received report from tracer instituted on 
your shipment of panel boards, and regret to state that, 
through an error on the part of our factory, same were 
shipped to Princeton, Kentucky, instead of Princeton, 
Illinois. 
press without expense to you, and hope same will reach 
you O. K. 


We cannot tell you how we regret this unfortunate 


We have ordered this shipment rushed by ex- 


tangle. We feel sure, however, that you will not hold us 
responsible for an error in which we had no part, and 
trust we shall enjoy your confidence and patronage, as in 
the past. 
Yours very truly, 
Electric Supply Co. 
TELEGRAM 
Collect. 
FAST DAY MESSAGE 
Dee. 12th, 1920. 
Electric Supply Co., 
St. Louis, Mo. 
Merry Christmas. Congratulations. Panels arrived 
this morning five of them broken and if I ever pay for 
any of them I hope I go bankrupt. Happy New Year. 
I wish I could make this message cost you more but my 
arm is tired and if Sam Jinks or any other man repre- 
senting you ever comes in my place again I will break 
every bone in his body. 
D. S. Evans. 














































TELEGRAM 
Dec. 12th, 1920. 
Samuel Jinks, 

Grand Hotel, 

Vincennes, Ind. 

Panels reached Evans today. Jump there and help him 
out. 

Electric Supply Co. 
ST. LUKE’S HOSPITAL, 
Springfield, Illinois. 
Dec. 17th, 1920. 
Mr. Ellis H. Ellis, Sales Manager, 
Electric Supply Co., 
St. Louis, Mo. 
My Dear Mr. Ellis: 

I ask you like a brother, with tears in my eyes, what 
did I ever do to you or the house that you sent me to my 
ruin without even a brick to defend myself with? I 
hereby resign my position, and all I ask of Heaven is 
that you meet up with Evans some day and he knocks 
vour can off like he did mine. You send me what is due 
me and five hundred extra for my bills here and the dam- 
age to my person, or I'll collect it another way soon as I 
can stagger into court. 

In closing would like to say that if you was as small 
as you look to me you could float down the river on a one 
cent stamp, and if you ever meet me you better duck, 
because I’m going to bust you in the nose so hard I'll 
break the crystal on your watch. 

Till we meet again, 


Hardluck Sam. 





Abraham Lincoln said: 
* * * 


Keep pegging away. 
% * * 

Answer with facts, not arguments. 
* * # 

Get ready and the chance will come. 
* * * 


who 


We all like the man 
thin.” 


“Sticks through thick and 


* * * 


The value of life is to improve one’s condition. 
* * * 

Nothing is so local as not to be of some general benefit. 
* * * 

May the vast future not have to lament that you neg- 
lected it. 

* * # 

The hired laborer of yesterday labors on his own ac- 
count today and will hire others to labor for him to- 
morrow. 

* * * 

Shall he who cannot do much be for that reason ex- 
cused if he do nothing? 

* * * 

When an occasion is piled high with difficulty, we must 
rise to the occasion. 

* * 

What is it that we hold most dear? 
and prosperity. 


Our own liberty 
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Pictorial Review of Electrical Developments 


















Photo @ U. & U. 

while above can be seen a piece of mechanism which, though 
it looks like a lathe, or the flywheel of a steam engine, is the 
first sewing machine ever made—that produced by Elias Howe, 
the inventor of the sewing machine, over 150 years ago. Little 
did Howe probably realize the extent to which his little inven- 
tion would develop. 


: Photo © U. & U. 

Here we see the very latest type of sewing ma- 
chine—the electric. By the slight pressure of the 
foot the little apparatus that makes milady’s 
lingerie runs untiringly and saves her an aching 
back and weary limbs. Not only this, but it can 
be placed on the closet shelf when not being used— 





Photo © Kadel & Herbert 

Many jobbers’ salesmen, when taking an 
order over the telephone and running through 
a price book at the same time, have wished 
for three hands. The third hand—the solu- 
tion of their problems—is seen above. 





a 


Photo © International Film Service Photo © International Film Servi 


At left a 


Children are warned not to of lighting and under’ what 
machine, in- 


play with fire, while grown- conditions the young lady works. 
vented by a ups are often warned to leave Note how the glare from two 
German, which band saws alone. The young’ bare lamps strikes her eyes 

will electrically lady above “should worry,” while above can be seen a 
weld the bottom however. This picture, besides much better and safer working 
of a 30-inch showing that bloomer girls condition and a much more sane 
cask in one min- work in factories as well as and practical method of lighting 
ute. play on baseball, bowling and Note also the queer shape of the 
other teams, depicts how the reflector which seems to throw a 
weaker (?) sex has found _ strong light on the plane of oper- 
its way into industrial plants. ation. Lighting specialists, how- 
The fundamental reason, how- ever, will probably say that even 


“ 


Photo © International 


ever, for showing the photo is 
to illustrate the poor method 


this lighting installation could be 
vastly improved. 
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Pictorial Review of Electrical Developments 
































Photo © International Film Service 

One of the recent developments in science and the aerial world is the 
above method of testing an aeroplane motor by means of an electro- 
dynamometer. 









@ World Wide Photos 

Even the New Yorkers who look at 
the above picture probably do not know 
that their mayor is also a motorman. 


Photo © Kadel & Herbert 
From the appearance of the wicked looking apparatus above one 
would think this is a horse, dog or sheep barber shop but instead it is 
a typical electrical barber shop in Central Europe. Those of our 
readers who have been in the army or navy will appreciate the kind of 
a haircut these poor kids are getti.ig. 






Phcto © International Film Service 


Here we have another picture of the 
fairer sex in industry. We now have 
the lady electrician. 


Photo © Kadel & Herbert Photo © Kadel & Herbert 
The above illustration depicts how electricity reaches the dizzy and Electrical bulletin board used during 
frigid heights of the Alps. elections in Germany. 
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Pictorial Review of Electrical Developments 












a ngewe Sar : ee At 2 
Photo © Keystone View Co. Photo © Kadel & Herbert 
The above two illustrations are designed io depict antiquated and modern methods of transportation. The photo on 
the left shows a wood-burning locomotive, whereas the photo on the right shows an electrical train climbing a steep 
mountain side. Both photographs were taken in Brazil, the former at Cabello and the latter in Rio de Janeiro. 








Photo © U. & U. 

This photo shows a huge electric sign which was carried on a truck in 
a pre-election G. O. P. parade on Fifth avenue, New York City, last 
Oct. 28. The size of the sign seems in good proportion to the Harding- 
Coolidge plurality. 











Photo © International Film Service 

The above instrument is not used in a 
lighthouse but is an accessory to indoor 
photography in the place of the flash- 
light. It consumes 1000 watts and 
throws a powerful light. 








~ : : Photo @ UU. & U 
Speaking of illumination—look at the assortment of oddities 


Another illustration of the effect that the com- and curios above, designed to throw some light on the doings 
bination of beautiful architecture and correct illu- in milady’s boudoir. And yet these are only eight of a myriad 
mination produces is shown above. Myriads of of neat and attractively arranged lamps which jobbers’ sales- 
beautifully colored lighting effects are being pro- men are able to supply the ladies. , 





duced in theaters throughout the country. 
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Photo © Kadel & Herbert Photo © International Film Service 

In the course of a year or two you will probably go Up until the present time all sausages have been strung 
to the movies and see financial and stock reports being by hand but from.now on they will be electrically tied “by 
received by wireless (as above) instead of on the ticker. the yard” by the above “sausage stringing” machine. You 


never can tell what'll happen next. 
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Photo © Kadel & Herbert © World Wide Photos Photo © International Film Service 

From now on the public will not Talk about hydroelectric devei- House boats have nothing on the 

have to trust to the speed of the opment! Here’s the last word on above little “home on wheels.” Be- 

telephone operator or the nearness of | that subject. This gentleman has sides being equipped with all the 

a cop to call one of these gentlemen. invented a little turbo-generator conveniences of home it includes an 

If a person has been robbed all he — which, when attached to the kitch- electric light plant which, besides 

needs to do is stick a key into an en water faucet, generates enough — furnishing light, supplies current for 
electrical call box as illustrated above current to charge a battery or other kitchen appurtenances. 

and presto—a fly cop. light several rooms. 


=f 





Photo © Kadel & Herbert. Photo © International Film Service 

The above isn’t a squirrel cage but an improvised electric air 
heater, made by stringing the elements of old electric irons on 
but an electrically operated machine gun. steel frames. 


The above contraption is not a pea blower 
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Thought Stimulators . . 5: >4vin cisson 


FEW weeks ago we heard of a talk which F. H. 
Wellington, general manager of the South Bend 


Watch Company, had made at a convention of 
watch salesmen. 
This talk was so pregnant with plain, homely advice 
that we wrote Mr. Wellington for a copy of the talk and 
permission to reprint it in this magazine. 


We're all salesmen, even though we are not actually 
out on the road, so that no matter what our vocation, we 
can get a lot of good tips from the following, which is 
only part of Mr. Wellington’s speech: 

“If I made up my mind to become a watch salesman, ’ 
he said, “I would satisfy myself that the merchandise I 
was to sell was the best on the market, as to 

“Ist—Quality. 

“2nd—Price. 

“3rd—Business Policy. 

“T’d satisfy myself that the organization with which I 
was to connect was one that I could conscientiously work 
for and respect. 

“T’d learn my line and also my competitors’ lines, in 
detail, and know exactly what I had to offer in the way 
of models and prices, as compared with the other fellow. 

“T’d school myself in approach and try it out from all 
angles, selecting the one that produced the best results. 

“T’d standardize my sales talk and present it clearly 
and distinctly, eliminating useless words and refrain from 
the use of slang. 

“I'd try to be a high-class, dignified salesman and win 
the respect of my customers. 

“T’d follow up every lead given me by a customer, and 
try to cite to him an example of where some of my other 
customers had profited by the same situation. 

“I'd keep in touch with my trade at all times, and I'd 
cultivate the acquaintance of everybody in the store, re- 
membering that the clerks and repairmen of today become 
the dealers of tomorrow. 

“T’d carry a memorandum book arranged alphabetically 
in which I’d write the name and hobby of every jeweler, 
watchmaker and clerk in my territory. 

“T’d put my business on a friendship basis just as soon 
as possible by catering to the friendship of everyone with 
whom I came in contact. 

“I'd keep a suggestion book and pass on suggestions 
that I considered of value. 

“T’d endeavor to command every interview. 

“T’d learn the place to get enthusiastic, the place to 
get solemn, the place to bang my fists on the jeweler’s 
counter, and the place to shut my mouth and keep quiet. 

“T’d defend my house to the last breath. 

“I’d remember where my pay check came from. 

“T’d develop a personality—by knowing my business. 

“I'd be particular about my personal appearance. 

“T’d have a clean collar and a clean face every morn- 
ing. 

“I'd be particular about my sample line, about my per- 
sonal letters. 


“I’d be careful about my conduct so as to leave no 
chance for criticism. 

“I’d keep a careful record of my sales, and also my 
expenses, and I’d figure my quota on a daily basis—and 
I’d get it every day. 

“T’d follow instructions from the house implicitly and 
co-operate with all departments. 

“I’d consider myself the representative of the business 
in the territory where I traveled and act accordingly. 

“I'd work six days a week, of at least ten hours per 
day. 

“T’d have a purpose in view for each man I sold—to 
build him up if he was weak, to encourage him if de- 
pressed, to give him a broader view of business and life, 
and make him successful by using his own resources. 

“T’d send in to the house suggestions, as I picked them 
up in my travels, that seemed to me to be worth con- 
sidering. 

“T’d try to be cheerful and optimistic at all times, or 
at least appear so to my trade, for it is the fellow with 
the cheery voice and the broad smile and the surplus 
enthusiasm that makes tiie best impression. 

“Such is my idea of being a salesman.” 

* * * 

PURTS don’t count for much in the long run. 

Life is more like a Marathon than a hundred-yard 
dash. It’s the steady pace rather than the last minute 
sprint that wins nine times out of ten. 

A little power applied continuously does wonders. 


Did you ever watch a small tug bring an ocean liner ~ 


in, turn it, and take it where it wills? 

A sailboat will arrive at its destination with even a 
light wind if the breeze is steady. 

The Grand Canyon was carved by the patient work 
of a river. 

A mile runner can’t jog along at little more than a 
walk for three-quarters of the distance and then catch 
up with the rest by sprinting. 

It’s the steady pull that counts. 

* *& 


ONCE heard a rich and successful man say he had 
graduated from the University of Hard Knocks. 

I have often thought about this, because I have won- 
dered whether anyone ever does graduate from this 
university. 

I suppose it all depends on what we mean by the Uni- 
versity of Hard Knocks. 

If we have in mind that experience is the only teacher 
then I should say that all of us are still students, and 
that there is no alumni association. 

But if we admit that it is possible for a man, by study, 
preparation and forethought, to avoid the Hard Knocks 
of raw experience, we have the basis for awarding grad- 
uation diplomas. 

For instance, it is surely a mistake to think in learning 
how to box we have got to have our eyes blackened, nose 
flattened, jaw twisted, and ears torn to shreds. 











$ 


~ 


% 


20 THE JOBBER’S Al sa LE 


MAN 


January, 192i 





Everyone knows it is impossible to learn the art of 
boxing without taking this punishment. 

The first essential to good boxing is prime physical 
condition. 

Strong and elastic muscles can be better acquired by 
diet, 
amount of sleep, than in the boxing ring. 


walking and running, the right and the proper 

After a foundation of speed and stamina has been laid, 
it is then time to put on a pair of well-padded gloves 
and acquire precise knowledge on how to deliver the par- 

blows. 

This requires skill and dexterity of the arms and legs 
comparable to that possessed by the pianist’s fingers. The 
development is a slow process, and the man who tries to 
hurry it takes the “knockout” before he knows what he 
is doing. 

When, after a period of persistent training, the ama- 
teur boxer goes into the ring for a real battle he finds 
that what would have been bitter punishment a year 
earlier is now child’s play. 

Maybe the above example illustrates the methods used 
by the graduates of the University of Hard 
Knocks. 


If so, more of us ought to be graduating. 


so-called 


There was a time when the principles of business were 
obtained only in the costly school of experience. 

This day is passing. 

Instead of secretly guarding the fruits of experience, 
men are now making public whatever knowledge they 
gain. 

It can be found in books, magazines, trade papers, and 
in the schools and colleges, for even these institutions are 
awake to the significance of business. 
~. We 
and all of us will attend this school. 

But if we will profit by the experience of others, we 


will always have the University of Hard Knocks, 


can shorten our period of tutelage. 


* * * 


VERYBODY seems to be agreed its not hard work 
that breaks men down- 
How, then, shall the worry be eliminated? 


I will tell you the greatest source of worry: 


-it’s worry. 


Unfinished 
jobs. 

The man who is on top of his job all the time, who 
drives his job instead of letting his job drive nim, seldom 
has anything to worry about. 

Take the 
late in the morning. 
day—worried every minute 
appointments. 

The extra effort necessary to get down on time would 
But he 


case of the man who gets to the office an hour 
He is just about an hour behind all 


because he is late for his 


rid him of the source of most of his worries. 
won't make the effort and so he pays the penalty. 
I know a man who is making a failure of everything 
he undertakes because he puts off doing jobs until the 
patience of those who depend on him is exhausted. At 
the last minute he sidetracks everything else for a few 
days and does this one task in a very creditable way. In 
the meantime, while he is so busy with this job, other 
finished behind 


things accumulate and they, too, are 
schedule. 


He is constantly worried; everybody is on his neck. 

At intervals of about three months, he has a near- 
breakdown, and hies himself off for a week’s vacation, 
letting everything go to pot. 

He can’t get any real rest while he is gone because he 
is worried about the pile of unfinished work on his office 
desk. 

His brain is always boiling, not with constructive plans 
for increasing his business, but with the petty details of 
unfinished jobs. 


” 


that his cus- 
“rotten’”’ 


“overworked, 
that his business is a 


He complains that he is 
tomers are “unreasonable,” 
one. 

Yet if he would organize himself and his office to handle 
matters as they come up, he could, in two weeks’ time, 
clean up his desk. Once on top of his job he could stay 
there and his worries would evaporate like a five-dollar 
bill in a meat market. 


Check this up with your own experiences and observa- 


tions. 


The best cure for worry is—-work. 





Good salesmen, like good cooks, create an appetite when 
the buyer doesn’t seem hungry. : : : 
Don’t tell everything you know or you won't be able to 


come back for the encore. 


Clean linen is a better investment than a bond—it will 
dividends. : : : : : : 
and life are like a bank account—you can't 
put in. 


pay bigger 
Business 
take 


Believe in your goods and your customers will believe 


out more than you 


in them. ; ; : : : : ; : : 
A man without enthusiasm couldn’t sell steel saws in a jail. 
A man is worth what his ideas are worth. 
A good many of the young men who wear wrist-watches 
ought to own alarm clocks. 
Doing those things which we should do and refraining 
from doing those things which we should not do, is an 
assertion of the will by which we acuta our fitness 
to live long and prosper. : 
Human ability is always eisai C. 0. D. 
The times are out of joint—today we saw a feller wear- 
in a celluloid collar on a silk shirt. : : 
Lots of men expect er to carry a letter of 
introduction. : 
Kin Hubbard reports that “while feeling his way care- 
fully along a roasting ear at the Little Gem restaurant, a 
man with a large drooping mustache lost his balance and 
fell off the stool.” : : : : : : : 


If you want to learn the value of truth, try to transact 


business with a liar. : f : 
Happiness is a state of mind. ; : : ' 
Good salesmanship consists in being just as quick to 


tell the buyer why he should not use a thing as to tell him 
why he should. — : : : $ : : : 

Don’t blame the that always talks about the 
weather—he at least isn’t knocking anybody. : : : 


man 
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MEN YOU SHOULD KNOW 
President, Northwestern 
H. EF. Thomas, ie go soar 


O use the good old American slang it was “some” 
job for your interviewer to induce Harry Thomas 
to say anything about himself or to make him 

admit that he has done a great 
amount of good in the interests 
of the electrical supply jobber 
and to tell something about it. 
Nobody seems to be able to 
account fer the reason as to 
why the jobbing branch of the 
industry is so full of modest 
men and yet men who have 
done more than enough to en- 
title them to do considerable 
bragging. Nevertheless, H. F. 
Thomas, president of the 
Northwestern Electric Equip- 
ment Co. of St. Paul and Du- 
luth, Minn., is just as amiable 
as he is modest, so you here 
have the opportunity to learn 
a little of another man who has 
done things in the jobbing 
branch of the electrical in- 
dustry. 

Electric history tells us that 
Harry first made the world 
stand up and salute on Sept. 7, 


1874, at Saratoga Springs, N. H. F. Tomas 


Y. Though born where pluto- 

cratic high brows congregated, Harry grew up to be the 
exact opposite—in English, democratic. In Harry's 
youth Saratoga Springs held the same relative position 
in the society world that Newport does today. At that 
time everybody from the Duke of Hoboken down to New 
York’s ward bosses summered at Saratoga. Horse racing, 
Tammany politicians, grass widows, ambitious but pennt- 
less noblemen and willing heiresses were in vogue and the 
order of the day. 

Despite his giddy surroundings Harry Thomas experi- 
enced about the same boyhood that you and I went 
through—playmates, school, skating, girls, swimmin’ hole 
and other indoor and outdoor sports. During his ‘teens 
he played the position of guard on the local high school 
eleven and judging from his present ample proportions 
he must have made the opposition feel as though it was 
hitting a stone wall when it bumped up against his section 
of the line. 

During the summer vacations in his school days Harry 
worked as a clerk in the local hotel. If the society rates 
charged then were anything like those that are charged 
today in the ordinary hotel, we can easily deduce that this 
is the place where he absorbed the first fundamentals of 
auditing and cost accounting. It takes a good head, you 
know, to figure in such high sums, and, therefore, it must 





have been excellent training for an embryo auditor. 

When Harry finished high school, a salary looked better 
to him than further education, so, declining an opportu- 
nity to go to college, he ob- 
tained a position as bookkeeper 
in a Saratoga bank where he 
counted sheckels and kopecks 
from 1893 to 1900. 

But, as Goldberg _ says, 
“They all flop sooner or later’ 
and in 1900 (being surrounded 
by cigar philanthropists and 
other forms of politicians) Mr. 
Thomas became stricken with 
the political fever and entered 
polities, acquiring the position 
of secretary of the Saratoga 
Sewer, Water and Ligit Com- 
mission. 

Doubling back over our 
tracks a little at this point, we 
find that in 1893 Mr. Thomas 
entered the New York national 
guard, and, when the Spanish- 
American war broke out, he 
enlisted for active service with 
the rest of his company. At 
the end of this fever-ridden 
struggle he was commissioned 
a second lieutenant in Com- 
pany L of the Second New York Infantry and later a 
first lieutenant. But the part of his military career that 
Mr. Thomas takes most pride in is the fact that his first 
commission was signed by Theodore Roosevelt. 

Thus we find, after retracing our steps through other 
articles in these columns, that quite an army could be 
mustered from among our own jobbers—such as Lieu- 
tenant H. F. Thomas, Captain George Hull Porter, 
Captain N. G. Harvey, Perry Boole and others of similar 
note. 

Mr. Thomas’ political friends must have become dis- 
engaged in 1906, for in that year his political career 
ceased forever, and for lack of any further opportunities 
in Saratoga he directed his steps toward Schenectady 
where, it is not difficult to guess, he went to work for the 
General Electric Co. in the auditing department. After 
a few years spent in grasping the details of the General 
Electric system, Mr. Thomas was sent out as a traveling 
auditor. His assignments took him from coast to coast 
among the jobbing houses and it was at this time that he 
made his large acquaintance among the jobbers and 
obtained his first insight into the workings of the jobbing 
field. 

In 1913 he was sent to the Fort Wayne works of the 

(Continued on page 92) 
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Practical Psychology for Busy Men—IX 


By THOMAS FULLWOOD 


Live Up to Your Beliefs 


this illustration is certain to impress you as worthy of 


OOK about you at the men and women who seem 
happiest and are making the greatest headway and 
note if this is not true of them all: 


they do things 


being noted down for future use. 
“Picture,” said this great divine, “a little girl standing 


whole heartedly and their optimism is unquenchable. If at an open trap door in the floor, her mind running wild 


they believe a thing at all they 
incline to believe in it to the 
limit; and while they change 
their beliefs from time to time, 
being progressive, their faith it- 
self is unwavering. When they 
discover that their confidence 
has been misplaced they make 
short work of finding something 
or someone better worthy of that 
trust—nothing can quell their 








HIS is the ninth of 

a series of 12 five- 
minute, common-sense 
talks on Health—your 
most valuable asset. You 
are overlooking a real bet 
if you pass up this dope. 


with thoughts of the goblins that 
in imagination she pictures lurk- 
ing in the Stygian darkness be- 
neath. And then from out that 
impenetrable gloom comes a 
voice—her father’s, telling her 
to jump and that daddy will 
catch her. She jumps.” 

Now, with enlarged under- 
standing of faith—what it is and 
its power for accomplishment— 





optimism for long. 

Perhaps the importance ot 
going full steam ahead with 
whatever you believe and do can 











Watch for this depart- 
ment each month. 


let us to our “mutton,” by learn- 
ing how to put it to work for our 
best interests as an agency for 
health and success. You must 

















be made clear by bringing it 
home in this fashion. You may, 
for instance, comprehend very fully indeed that physical 
conditions are induced and controlled largely by what you 
believe, by the mind. You perhaps, too, may even have a 
clear understanding of how to employ those properties of 
mind as an aid to keeping well and getting maximum 
results out of your work; but it’s all of small importance 
to yourself or anyone else, if you lack the faith to live up 
to your beliefs and to make use of what you know, par- 
ticularly that which applies to matters of health. 

Good grounds, in fact, exist for saying that wherein 
most of us are lacking is not so much in understanding, 
as in the faith, confidence—call it what you will—to make 
energetic, enthusiastic use of what we do know, be that 





little or much. As James Freeman Clark has expressed 
it, “Ail the strength and force of man comes from his 
faith in things unseen. He who believes is strong; he 
who doubts is weak. Strong convictions precede great 
actions. The man strongly possessed of an idea is the 
master of all who are uncertain or wavering. Clear, 
deep, living convictions rule the world.” 

Now that tells us in no unmistakable terms the im- 
portance of believing deeply and acting with untroubled 
faith in the outcome of all that we undertake, but it does 
not make clear just precisely what is meant by “faith.” 
Without that understanding our efforts to make use of its 
wonderful potency will be hampered seriously, to say 
nothing of the possibility of not being able to make head- 
way at all. So let us first of all understand the charac- 
teristics of this force that is ours to control. 

Perhaps that understanding can be arrived at best by 
considering this illustration of faith; it was given by a 
famous pulpit orator. You will appreciate it more per- 
haps after you have tried making a better one. For 
unless you have a positive genius for explaining things, 


begin, by the way, by having 
faith in the potency of faith it- 
self, which is fair enough certainly. And as health, being 
above it, is of greater importance than money, it will be 
well for us to devote our efforts to that end first. 

In earlier talks of this series it was explained that 
thought precedes and fathers actions and states of being. 
You've been told, too, that the very first step towards 
attaining and maintaining health is to accept and look 
upon it as already a fact in mind and sure therefore to be 
materialized in the physical body—as something, so to 
speak, which, having been ordered and paid for, will 
surely be delivered. And right there is where the need 
for faith arises, for without it all that you may do, all 
your affirmations, will fall short of fulfillment. 

Expectancy—that’s what it is which sets the forces you 
control at work; and expectancy is impossible without 
faith. The stronger the faith, the greater the expectancy ; 
and the greater the expectancy the quicker will be the 
realization, particularly in matters of health. But you 
must recognize that this great privilege which is yours in 
having authority over these forces entails equivalent re- 
sponsibility too; they must be used wisely—when you 
expect troubles and misfortunes it must be at your own 
risk. 

These forces, mind you, are ever constant; if not work- 
ing for yeur good then be assured that they are doing the 
reverse. Think what that signifies. If your faith in the 
power of mind is not sufficient to enable you to believe, 
and act as though you believed, that health, happiness 
and prosperity are yours to command, then the forces of 
expectancy inevitably must work to encompass your mis- 
fortune—they cannot be idle. 

That is the responsibility which is yours in return for 
the authority to control these forces. To dodge that re- 
sponsibility avails nothing. 
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Have You Ever Figured 
What Goes With Lamp Sales ? 


No? 
Then Look Over This Chart 


WHAT GOES WITH LAMP SALES. 


B5O 





B560 WIRE ond 


7. 
Bi.00 CONDUIT —— 7 
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$3 240 SWITCHES —= 


81250 HOLDERS — | 
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SOCKETS 
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10-100W LAMPS 
or. . FOR 
AN $11°% SALE 


An average sale of five dollars’ worth of electrical supplies for every dol- 


lar’s worth of lamps sold is a pretty good reason why you should help your 
Agents sell more. 





WESTINGHOUSE CUTTER 
MAZDA LAMPS REFLECTORS 


WESTINGHOUSE Lamp CoMPANY 
165 BROADWAY NEW YORK CITY 
Sales Offices and Warehouses Throughout the Country 


For Canada—Canadian Westinghouse Co., Limited, Hamilton, Ont. 











Westinghouse 
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Sell a Fan 


for every room in the 
home, for every store, 
for every office—this is 
the thought behind the 
Westinghouse 1921 Fan 
Campaign. 
































It is the biggest cam- 
paign you have ever been 
offered, and will sell 
Westinghouse Electric 
Fans. 


Printed in several col- 
ors, the literature is de- 
signed to reach every 
prospective fan user. 
Distribute it to your cus- 
tomers and increase your 
Westinghouse Electric 
Fan Sales. 





Westinghouse Electric & 
Manufacturing Company 
Newark Works 
Newark, N. J. 









The new Westinghouse Fan, including 
the blades, is finished entirely in a dull 
velvet black. This is a new feature that 
enhances it's beauty. 


Westinghouse 
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Street Car Card -2 Colors 


©“ Westinghouse 


Westinghouse 
Electrié Fan 


Electrit Fan 


Window Trim 573 - Six Colors- 27"High by 76"Long. 
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Little stories of 
unustial sales ~as 
told by salesmen. 


> 


Produced The Evidence 


CONTRACTOR had just fin- 
A ished giving the city desk clerk 
in our store an order for a bill of ma- 
terial to be delivered to his store. He 
was taking part of it along with him 
to deliver it to one of his jobs. 

He had ordered wire, knobs, tubes, 
etc. I overheard him ask about a 
certain make of loom which we did 
not carry in stock. Our clerk told 
him we carried another brand but he 
said he would buy his loom elsewhere. 


He was just going out of the store 
when I stopped him, asking if he had 
been taken care of satisfactorily. He 
said he had been fixed out O. K. ex- 
cept for the loom. He told me he 
only used a certain make of loom and 
would use no other. 

Thereupon I asked him if he had 
ever used our make to which he an- 
swered, “No,” but he knew it was no 
good. I told him to take a coil along 
and use it and if it was not satisfac- 
tory to bring it back and it would cost 
him nothing. 





Gave Him a Cor Or Loom. 


So he took a coil and used it. Later 
he told me it was much better than 
he had expected. He then had us 
send out to his shop a stock order of 
our make of loom. 

Some competitor’s salesman had 
sold him on. his make of loom but it 
took the real evidence to convince 
him that there were other good 
makes of loom on the market. 


H. Espen. 


Wouldn’t Give Up 


In Boston a few years ago, I gained 
the inner office of a busy executive in 
the following way: 

On my several attempts to see Mr. 
Executive and at each time I sent my 
card, I received the same answer, 
‘Not interested,’ but my card never 





Never Accepts ANYTHING For NorHINe. 


came back. This went against me 
because I knew that if this man saw 
my line he would be interested. 

After spending a week in thought, 
I went back. Again I received the 
same answer—just as I expected. So 
I asked the boy to get one of Mr. Ex- 
ecutive’s cards for me. It finally 
arrived and I sent the boy back with 
a nickel and the message that the 
nickel was in payment for the card as 
I never accepted anything for nothing. 


With that I left. 


To my surprise, when I returned to 
the office, there was a note requesting 
that I call on Mr. Executive. This 
time my card went in with the nota- 
tion “Have appointment.” Just as I 
walked in another fellow walked out. 


We had a good laugh over the inci- 
dent and the result was, I laid out a 
22 station telephone system for him, 
closing the contract two days later. 


That man today is one of our great- 
est boosters and we have sold a num- 
ber of systems through his recom- 
mendation. So it pays to stick to it 
and never take “No” as an answer. 


G. C. Conklin. 

















You Never Can Tell 

NE DAY while making my regu- 

lar calls in Sprinfield, Il., I 
dropped in on one of my dealer-cus- 
tomers about 5:30 p. m. I had seen 
him the day before and received an 
attractive little order. My intention 
on this visit, however, merely was to 
kill a few moments, say hello and see 
if I could not be of service in some 
way. 

But I had no sooner stepped in the 
door than friend dealer spied me and 
bellowed out: “Nothing doing today, 
I’m up to my neck in work. I’ve got 
to get out of here at once and there’s 
no one to tend to the store.” He was 
plainly in a disturbed state of mind. 

Instead of getting out I returned: 
“Get out yourself and let me take care 
of the store.” He calmed down a little 
at that and consented to let me handle 
the trade until he returned. During 
the hour or more that he was gone I 
managed to make quite a few sales. 

When he came back and saw what 
I had done he called me to one side 














He Took Cuarce Or Tue Srore. 


and said: “Perlick, you've just done 
me the greatest favor you or anyone 
else has ever done me and I certainly 
appreciate it.” Then to put his appre- 
ciation in concrete form, he gave me 
another good sized order.—And when 
I dropped in an order was_ the 
farthest thing from my mind. You 
never can tell, boys, what a seemingly 
insignificant act of kindness will do. 


G. T. Perlick. 
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GOOD 
WORKMAN 





commands high wages. Why waste. 
his time and your money with inferior 
splicing materials. 


Give him Okonite and Manson Tapes 
and Okonite Cement to use and note 
the absence of joint failures. 


The use of these three insures joints which will be as strong 


electrically and as long lived as the insulated wire itself. 








Write for full particulars. 


THE OKONITE COMPANY 


Incorporated 1884 
PASSAIC, NEW JERSEY 
CENTRAL ELECTRIC Co., Chicago, Ill, General Western Agents 





PeTTINGELL-ANDREWS Co., Boston, Mass. 
Nove.ty Exectric Co., Philadelphia, Pa. 
F. D. Lawrence Co. Cincinnati, O. 
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Landed Three Orders 
ARLY last fall I was handling a 


well known make of farm light- 

ing system. A great many of my sales 
were made after actual demonstrations 
in the home as I carried a demonstra- 
tor on the back of my Ford with an 
extension cord to run to the building. 
This method was satisfactory for 
farm houses and small country stores, 
but 


show off several lights in various part: 


wouldn't do where I needed to 
of the building such as a cotton gin. 

One gin owner couldn't see the ad- 
vantage of buying a plant to use only 
two months out of the year. However, 
1 received his consent to run tempor- 
ary wiring in his gin and let him use 
lights one or two nights without any 
expense at all to him. 

I sent my electricians out with a 
plant and instructions to put a light 


wherever it was needed. That night 








Atso Bovenur. 


Two Parrons 


we had his gin lighted up from one 
end to the other. 

The next morning I went back to 
see the results obtained by the “bright 
lights.” Much to my delight the trial 
resulted, not only in a sale to the gin 
owner, but two sales to a couple of his 
patrons. 


R. O. Norwood. 


UHR 4 


Tell Us How You Landed The Order 


Write a letter telling how you secured an order in the face of difficulties; or how 
you overcame some obstacle that other salesmen may be confronted with. An in- 
cident that may seem simple to you may help the other fellow land. 

If you want the suggestions of your fellow salesmen you must do your part by 
giving them the benefit of your experiences. 


We Will Pay $5.00 For Every Letter Published 
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Dividends of Success 
HAD an inquiry the other day for 
Hot Shot Batteries. I quoted the 

customer over the ’phone, but he, be- 
lieving my price was out of line, re- 
fused to give me the order. I promptly 
secured an extra copy of the National 
Carbon Company’s list prices and 
sales differentials and upon arriving 
at the prospective customer’s place of 
business, went over the schedule with 
him in detail, explaining how the cor- 
rect price was arrived at, but used the 





\ Concrete Form Or ApprectATion. 


majority of my conversation to explain 
to him the correct methods and proper 
prices he should use in reselling dry 
cells and Hot Shots. 
erable time with him and gave him all 
This did the trick, 
and, furthermore, made of him a very 


I spent consid- 
the help I could. 


good friend. 

The customer, appreciating the in- 
terest, handed me an order for two 
barrels for immediate delivery and 
signed a dry cell contract with my 
concern for his 12 months’ supply. It 
never fails, fellows, and if you will 
carry the customers interest in one 
pocket and the interest of your house 
in the other, you will find that the 
combination will pay you huge divi- 
dends in Success. 


5S. G. Neuburger. 


And— 


He Had The Password 


HERE is a certain coal mining 
concern in this territory, whose 
monthly purchases aggregate several 
thousand dollars. It is practically im- 
possible to get to 
agent of this concern personally as 
they do all their buying through let- 
In fact, one must carry special 
permit to get into the yards. 

One of our salesmen who has been 
successful in securing the majority of 
this business for several months, was 
questioned as to how he did it and 


the purchasing 


ter. 


this was his reply: 

“T carry in the back of my car a 
small wooden box, which just exactly 
fits my catalog. Upon arriving at the 
plant, I put my catalog inside of this 
box, and when questioned by the 
guard for my pass I explain that I 
have a package for the storekeeper. 


“This admits me and, after once in, 














Auways Gets By. 


He 


the rest is easy. I go directly to the 
superintendent of the yards, with 
whom I am very friendly, complete 
my suggestions and ordertaking with 
this man and then go directly to the 
ofce of the purchasing agent with my 
requisition from the yard superinten- 
Then the order’s mine.” 
G. S. Newman. 


dent. 
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An Advertisement 
To Traveling Men 


This Message is to jobbers’ salesmen who have just started out on 
the road this season; or who, for any reason, have not had much 
experience selling electric ranges and other cooking appliances. Our 
aim is to make them familiar with a complete line, covering all the 
requirements—A good investment for your house and for you. 


There are reasons why you should be- 
gin now. Secure all the information you 
can about the largest Electrical Develop- 
ment in appliances—enhance your rep- 
utation with your dealers—be able to 
assist him and benefit yourself. 


Electric Ranges and Cooking Appli- 
ances have made good, and only for this 
reason are growing in favor—made 
good by delivering a benefit to the ulti- 
mate user. 


Selling things that are good is what 
makes future business good for your 
house and for you. 


The Standard Electric Steve Company 
has the largest and most complete line 
of Electric Cooking Appliances. 


Toledo, 


Standard Electric Ranges fit every home 
and Apartment Dwelling. Hotel Units 
to meet all situations, Ovens, Cookers 
and Broilers, and complete Restaurant 
Equipment. We concentrate and spe- 
cialize, and have had years of acquired 
experience in the Stove Business and 
in the Electric Range business in par- 
ticular, and are equipped to give you 
just the information you want. No 
matter what make of Ranges and Equip- 
ment you sell, we will be glad to help 
you make good in 1921. 


Your house may not handle Standard 
Electric Ranges, but it can get them 
prompily, making your delivery certain 
—but first we want to send you some 
valuable information for jobbers’ sales- 
men and urge you to write us for it 


now. 
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Advertising or Psychology 
i acebohasienrsesie said Parsons, 
“An the 
principles of psychology is one of the 
When 


business men become experts in that 


understanding of 


greatest assets in business. 
science, business will enter on a new 
epoch—an epoch that will transcend.” 


‘Advertising’ —interrupted Sloan. 
“Psychology. An understanding of 
the principles of psychology will be 
the boundry which will separate the 
skeep and goats of business one from 
another. ‘To those who know shall be 
given all that the other hath. To 
those who know them not—well, they 
will be our mutton,” interruped Par- 
sons. 

‘Advertising,’ said Sloan. 

‘‘Advertising—psychology,” snorted 
Old Haskins. ‘A fine combination of 
nonsenses,” which sounded high above 
the rumble of the train. “‘Add-a-Sigh 
would be a good trademark for that 
piece of foolishness.” 

“Ever hear of Jenkins and his ad 
man. Let’s look into his store. It’s 
nine a. m., three months ago. Jenkins 
calls vociferously to the ad 


‘Been going over your mailing list. 


man, 


Here in the first ten names I find two 
Here in the first 10 A’s I 
find two parties who have been receiv- 


repeats. 


ing two letters from us each month. 
There’s eight cents of the firm’s money 
gone to the dogs. A’s a big list. Sup- 
pose if I were to wade through the A’s 
I'd find half a dozen more repeats. 
An absolute waste of money. Dollars 
squandered every month to a slip-shod 
That’s 
Economy, young man, is 
one of the cornerstones of the founda- 
tion on which this business is built. 
And I don’t desire to hitch a damned 
jackass to that cornerstone to yank 
down the structure, cast it over bank- 
ruptcy into oblivion. Two repeats in 
the first 10 A’s of the alphabetical in- 
dex. Course there wouldn’t be any 
repeats in the Q’s, there ain’t enough 
of ’em, but—’ 


system. no way of doing 


business. 


ae Ss 





TT i le 


“The door opened and the assault 
died down for the time being. 

“Just a moment,’ shouted Jenkins 
to the customer, ‘and J’ll be right 
there!’ Jenkins was going down on 
the floor to work off some of his ire, 
and win back himself some of the 
profits that the ad man had sown on 
the wild fruitless fields of the winds. 


““My name’s Fuller,’ said the cus- 


tomer, ‘F U double L E R. Ephraim 
Fuller, Washing Machines. Soon be 


Christmas. Thought I'd come down 
and look ’em over. They'll make good 
Christmas presents.’ 

“Jenkins jumped into the harness 
and demonstrated. Before he was 
half through, “Thet'll be enough,’ said 
Fuller. “Take two. Thet letter sold 
me. One for the old lady an’ one for 
my daughter-in-law. Ye know by 
crackey, you people have the right 











“Doc” Keith, northern Wisconsin order- 
snatcher for the Illinois Electric Co., Chi- 
cago, is a firm believer in advertising. 
Coming or going Wisconsin dealers all 
know a mile off that Doc is on the way to 
examine their stocks and thereafter ply a 
good sharp pencil. Doc just acquired one 
of the “mosquito” flivvers. He calls it a 
racer but he’s kidding himself. Guess why 
all the girls up in the north woods are 
lined up along the road wearing smiles and 
“naughty” eyes. 























system here after all. When I read 
your first letter, I jest naturally 
tossed it inter the stove, an’ the second 
one didn’t get much under my skin 
either. But the third one—identical 
letter in the same mail, made me stop 
and think and right there I concluded 
it was washing machines I wanted. 
Don’t know why you sent me three 
of the very same letters, on the very 
same day, telling the very same things 
about the very same machine, but it 
sure did turn the trick. Ye fellows 
have got the right system’ 

“Eggs,” said Parsons, “make good 
billiard balls.” 

“Billiard Balls,’ said Sloan, ‘make 


good pin cushions.” 
Then both sighed while Old Has- 
kins nibbled his chocolate. 


* & #@ 


Two Systems 


OHN WANAMAKER say s: 

“Every man starting out in busi- 
ness will have to go over a hard road 
and find out its turnings for himself. 
But he need not go over the road in 
the dark, if he can take with him the 
light of other men’s experience.” 

“They will help you solve your 
problems,” quoted Smithson. “I had 
been making money out of my busi- 
ness. I had been pursuing a policy 
of common sense in every department 
of the business and was prospering, 
when finally the idea struck me that 
perhaps I would do better if I -vould 
concoct a system—a more elaborate 
system. So I began. I cut out all 
forms of recreation and entertainment. 
Stayed home at night and elaborated 
on my system, read of the devices em- 
ployed by big city merchants and 
filled my system full of fluff and fizz. 
It was not long before gray began to 
mingle with the gold. I began to have 
symptoms. Stability gave way to irri- 
tability. Then I spent six weeks in 
bed. Next, my doctor said, ‘You'll 
find the climate in Colorado helpful. 
Three months will keep you in busi- 
ness.’ 

“But, my system,” I expostulated. 








January, 192! 


THE JOBBER’S fA} SALESMAN 31 





Important Merger 


In the Household 
Utilities Industry 


By a recent consolidation of two 
great companies— Ihe Remmert Man- 
ufacturing Company, a $300,000 cor- 
poration of St. Louis, Mo., and the 
Hugro Manufacturing Company, a 
$1,500,000 corporation of Warsaw, 
Indiana, the AIRPLANE Line of Elec- 
tric Household Appliances will be 
enlarged to include the 


AIRPLANE Electric Washer. 
™ Vacuum Cleaner, 

Dishwasher, 

lroning Machine. 


e¢é 


ee 


Two modern factories, one in St. 
Louis, and one in Warsaw, will turn out 
this complete line, in tremen- 
\. dous quantities. 









Airplane 
Electric 
Housecleaner 







Motor Driven 


Brush 


The AIRPLANE Electric HOUSE- 
CLEANER is ready for immediate de- 
livery. It is a new and better electric 
vacuum cleaner, equipped with a Rob- 
bins & Myers Motor—a better type of 
motor-driven brush; it sells on first 
demonstration and stays sold, because 
it does more and better work. 


It saves, instead of destroying carpets 
and rugs. 

















Complete Home Steam Laundry 
With Gas Heater Attachment 





Airplane Electric Washer 


It washes—boils—sterilizes—in one oper- 
ation. 


This is the most attractively designed 
cabinet washing machine on the market to- 
day, besides being the strongest, sturdiest, 
best-built, fastest-washing and longest-last- 
ing electric washer ever offered the trade. 


The gas heater under the boiler which al- 
lows the water to be always kept at the tem- 
perature desired; the quick detachable swing- 
ing wringer, the solid copper boiler are only a 
few of the very attractive features to be 


found in the AIRPLANE WASHER. 


Write or wire today for territory and cata- 
logue. 





Warsaw, Indiana, U. S. A. 











serene to0. 
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“It will take two men to run that 
alone.” 

“One system is enough for you to 
attend to just now and you had better 
get that to Colorado immediately if 
vou hope to save it.” 

“And,” said the doctor, ‘any man 
common sense can manage the 
other. For system after all is nothing 
more or less than the common sense 


Simplicity is 


with 


way of doing things. 
the mark of the most useful system. 
Remove the halter of red tape from 
ibout thy neck and get thee hence to 
save thyself.” 

“And the thing I had found in the 
beginning, I neariy lost in seeking. 

“And the dumb-bells that Johnny 
gave me Christmas is a more valuable 
business asset than your encyclopedia 


yn Confusion.” 
* *% * 


A “Wise Guy” 


M ONDAY morning, October +4. 
Bailey sat in his office. Bailey 


sat for Bailey sore. 
Prices were on the toboggan. Bailey 
saw them shoot the chutes and was 
greatly discomposed at the spectacle. 
Bailey was fairly well stocked when 
Te had in three 


uneasy, was 


prices began to soar. 
years withdrawn fifty thousand dol- 
lars from the business, and harbored 
it in the strong First National, where 
if the worst came to the worst it might 
be worth a paltry hundred thousand. 
But that was that and different. 

“I've a scheme,” said Bailey. “An 
eve for an eye and a tooth for a tooth. 
I'm going to get even. Salesmen are 
going to have to stand a reduction in 
commissions. That means they'll try 
harder than ever to sell. Be impos- 
sible to get rid of them. When they 
drop in to spend the day, I'll surprise 
‘em. I'll give ’em a nice little order 
right off the bat. Then before it gets 
into the house, I'll countermand: I'll 
cancel. Guess that'll hold ’em.”’ 

“T sold him for the first time on our 
line of appliances,’ said Harley. “‘I 
was a little surprised at the ease with 
I knew nothing of 
He told no 


one of his plans until noon that day 


which he stocked. 


his scheme for canceling. 


when he explained his plan to his 
partner. 

“T went away happy. Here was a 
new customer and he had given me 
the most complete order that I had 
received for months. 

“Well, sir, that day kind Provi- 
dence put a nice smooth banana skin 
between Bailey's number nine and the 
The hospital. got a new 
patient. The junior partner canceled 
all orders after that date. Our stuff 
came to Bailey & Co. two weeks after 
the order had been mailed in. 

“Saw Bailey on Jan. 1. ‘How did 
you do on our stuff?’ I inquired. 

“ “Great stuff,’ he exploded. ‘Con- 
fidentially, for November, the profits 
on your line about paid the overhead. 
All other business has been clear.’ ”’ 

“ “Hard luck you had.’ ” 

‘Yes it was in a way, but I’ve been 
thinking what a calamity it would 
have been if you had slipped instead 
Sometimes it takes a pretty 
he 


pavement. 


of me. 
hard jolt to put a 


ought to be.’ ” 
* * * 


Hicks Was A J. S. 


zs ISTEN to me,” said Gilson. 
“To hear you fellows talk, one 
would think that all a fellow needs to 
make a success of selling, these days, is 
a product and a fetching personality. 


fellow where 


“T ask you, ‘Have you ever tried 
to sell?’ 

“Hicks had, and didn’t, and then 
did. 

“Hicks was a jobber’s salesman. 
When Hicks started out, he had al- 
ready made up his mind that he 
would create a demand for his prod- 
uct before he stocked the trade. So 
he started out with his short-handled 
electric cleaner, to call upon homes 
and restore the lost lustre to parlor 
rugs. 

“The first lady he called upon was 
Mrs. Smith. The 
formed in her 
that?’ he asked. 

“ “Very nice, replied she. 
left to 
which he 


miracle was per- 


presence. ‘How's 


“Whereupon he get his 


prospect blank, had _ pur- 


posely left, expecting on his return 
to find the room full of guests, in- 
vited in to view the transformation. 
But he oniy found that good lady 
diligently going over the rug with her 
old hand-sweeper. 

“Next, he called upon her neighbor, 
Mrs. Jones, who allowed him to comb 
the cooties frora her parlor body brus- 
sels. And as he stood admiring the 
transformation the sweeper had 
wrought, she stunned him with a re- 
quest for 50 cents to pay for the 
“juice” that the contraption had con- 
sumed in the operation. And Hicks, 
disgusted with the whole proposition, 
handed in his resignation the very 
next morning. 

“But when he got back home, his 
wife met him at the door with tears, 
and a notice to give up occupation of 
their rooms. And when he had sought 
and found the landlady, he was given 
to understand that they had entirely 
too many electrical appliances: a 
sweeper, a washer, a toaster, a perco- 
later and a fan. ‘Suppose if we had 
had a mangle, we’d have been sent to 
jail, Hicks complained to his wife. 

“The lady made clear that with 
all these juice consuming appliances 
they were ‘persona non grata.’ With- 
out more ado the proud young couple 
took their over-stuffed furniture and 
electrical appliances over to mother’s. 
At church the next Sunday, mother 
learned that the rooms had been let to 
Mrs. Martin who owned a mangle, 
upon the understanding that that good 
lady could use it when she desired— 
which goes to show that she wasn’t 
such a slouch after all. 

“Upon learning this, Hicks rushed 
over next morning and asked for his 
old job back. 


upon his firm to launch an educational 


Then he prevailed 


campaign in this territory, which they 
did. And after the women folks had 
become completely innoculated with 
the sensible serum, and he had stocked 
the dealers, he went out for them on 
his own hook, and sold Mrs. Jones, 
Mrs. Smith 
enough appliances to keep his dealers 


and other  skepticals 


on the merry jump. 





next one you hear. 





ELP us make this department of maximum interest. 
about the boys in the trade. If humorous—so much the better. 


We want true stories 
Send in the 
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A TRIP THROUGH THE PLANT OF 


THE ARROW ELECTRIC COMPANY 


HARTFORD, CONN. é 
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LOYAL PRODUCERS 
OF 


ARROW PRODUCTS 


































































TEMG 
dat REARVIEW OF OUR PLANT SHOWING 
AR RAILROAD FACILITIES: “ON THE MAIN LINE 


WITH PRIVATE SIDING.”’ 
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Oe ie ae” aS HOME OF —NRYD 
MARK TWAIN anti HARRIET BEECHER STOWE 
(NEAR PLANT) (NEAR PLANT} 








This is the first issue of a series of articles showing the size of the plant, the modern equipment 
and the congenial surroundings under which ‘‘ARROW” Wiring Devices are manufactured. 
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Women do buy electrical appli- 
ances; on that all of us will agree. 
But why? What is there in all femin- 

ity that causes 
Why Madam milady to make 
Buys these purchases? 

To correctly 
analyze this appeal is the key to sales- 
manship on appliances and is well 
worthy of our consideration. 

If we may rely on Dorothy Blake 
of Sharon, Pennsylvania, here are 
milady’s reasons for buying appli- 
ances: 

It isn’t the actual drudgery of 
housework that most women mind, it’s 
the effect this drudgery has on their 
personal appearance and charm. What 
madame likes to have her social arbiter 
call on club business to find the furni- 
ture piled mountainously in the corner 
of the room, the dust flying off the 
broom like the wake of a speeding 
taxi, her own head wrapped unroman- 
tically in a towel? The vacuum 
cleaner answers that question with a 
violent, ‘not one!” 

Guests at breakfast or luncheon 
may mean toast and the kitchen range 
with a heated flushed face and a mara- 
thon from the dining table to the 
kitchen, or it may mean sitting behind 
an electric toaster cool, calm and 
capable of interesting conversation. 
Which shall our woman = subject 
choose? 

Nature blessed few women with nat- 
ural curly hair, but it is my impres- 
sion that the great majority of them 
seem to have acquired it. And how? 
By sleeping on chunks of rubber, 
strips of iron, or coils of wire, per- 
haps. Sweet dreams! Curled hair 
they will have and they will sleep on 
a hook to get it. Draw yourselves 
this mental picture then and sigh for 
the poor creatures still in the dark— 
Milady seated before a dressing table 
with its soft lights and a beautiful 
silvery electric curler in her hands. 
Presto! the curl is there, but ah! 
what a different method of prepara- 


tion. 





ertinent Sale Facts and 


3S 
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Figures 
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You have seen far more attractive 
sights than the lady next door on 
wash day—the water soaked gown, 
her hair stringy, and her sleeves rolled 
up. With an electric washer, how- 
ever, she could, if desired, go from 
her washing to a shopping tour and 
no one would be the wiser. 


And so on with the story of each 
appliance. Our women today are 
rapidly growing into public life, away 
from the old theory of ‘the woman’s 
place is in the home.” It is an age 
of feminine ambition, and there is 
nothing that is helping her to feel free 
te realize this ambition more than the 
electrical labor saving devices. 


Hit at the appliance sales problems 
from this angle and you are bound te 
cash in. It is the real appeal to the 
woman buyer. 


* * * 


The Commonwealth Edison Com- 
pany of Chicago, has made a very 
interesting survey of a certain per- 

centage of their 


Fixture 320,000 resi- 


Futures 
sending out their 


engineers to actually visit and report 
on lighting fixtures and conditions. 
The following figures were secured 
from this survey and were presented 
before the Illuminating Engineering 
Society, Chicago Section, by W. A. 
Durgin of the Commonwealth Edison 


Company: 


LIVING ROOMS— 

Sixty-eight per cent of all living 
rooms inspected were dependent on 
one outlet. In 30 per cent of these 
living rooms the principal lighting 
was from a pendant fixture, usually 
of the old three to five-arm type, 
with an occasional shower fixture 
and glassware designed to permit 
ample glare. Living rooms in which 
combinations of portable lamps 
with fixtures on ceiling and bracket 
outlets were used were less than 1.5 
per cent of the total. 


dence customers, - 


DINING ROOMS— 
Pendant fixtures were used in 48 
per cent. Art glass domes lighted 
12 per cent. Semi-indirect fixtures 
were found in but 0.4 per cent. 


BED ROOMS— 

Single pendant fixtures of the one- 

lamp type were used in 65 per cent. 

A resumé of the foregoing survey 
indicates clearly that a large part of 
residence lighting is of the unsatis- 
factory, unhealthful glare producing 
sort, and this condition is typical not 
only of Chicago, but of the whole 
United States. 


The big important thing of the 
whole survey is the need and the im- 
mense field that exists for the mer- 
chandising of really good, up-to-date 
home lighting fixtures to replace the 
antiques now in use. It shows clearly 
the possibilities of that end of the 
electrical industry and affords a won- 
derful opportunity for the salesmen 
who are on the job. 


* * * 


Aladdin may have had a wonderful 
lamp as the story books say, and in 
the same breath a Producer, but youth 

will be served 


Miniature and today we 
Lamp Sales have a new 
champion. 


Read what the modern industry 
story book tells about the miniature 
lamp business: 


An idea of the growth of the mini- 
ature lamp business of the country 
can be gained from the fact that it 
has tripled itself in dollars and cents, 
and more than doubled itself in the 
actual number of lamps sold, during 
the last year. 


The tremendous expansion is said 
to be largely due to the introduction 
of tungsten as filament. From sales 
so far reported a conservative estimate 
places the amount of miniature lamps 
sold in 1920 to be 125,000,000. The 
sales will be divided as follows: 
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oo it is for some one unusual thing to / 
meet the unexpected enquiry, or for a bill of r 


material as long as your arm, made up of hundreds 
of items, you take the short cut when you ask your 
Electrical Supply Jobber 





The test of time has proved that the Electrical Supply 
Jobber is headquarters in the Service of Electrical 
Supplies. 

His organization is tuned up to take from stock and 
get the goods for you. His specialty is having the right 
goods and making speedy deliveries, just as yours 
may be equipping a plant, wiring a job or selling 
electrical merchandise 





When you want what you want when you want it, 
ask your Electrical Supply Jobber 








Electrical Suppl 
Job rs Association 








411 SOUTH CLINTON ST. 
CHICAGO 














Here is another of the series of advertisements appearing 
in-current weekly and monthly electrical publications. 


As the New Year swings into its full stride and Spring 
activities widen the market, all over the land the big users 
of electrical material will be asking “Where Will I Get It ?” 


“Ask Your Electrical Supply Jobber’”’ means “Ask You, Mr. 
Jobber’s Salesman!” There is a great opportunity before 
you to make friends for yourself while making customers 
for the house. 


Electrical Supply Jobbers Association 


411 South Clinton Street 
CHICAGO 
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Automobiles—77,000,000. 

F lashlights—36,000,000. 

Christmas Trees—9,000,000. 

Miscellaneous—3,000,000. 

While this table indicates clearly 
that flashlights 
dominate the business, the saturation 
point in both is far distant and a large 
amount will be required for renewals. 


automobiles and 


The sales represented as ‘“*Miscel- 
are blessed with wonderful 
possibilities— Electric Minia- 
ture Electric Railway Systems, Toy 
and the 


laneous”’ 
Toys, 
Animals with electric eyes, 
like, are rapidly growing in favor. 

Members of the medical profession 
offer a big field for lamps in their 
office equipment. 

Portable electric mine lamps are be- 
coming universal and are endorsed by 
the United States Bureau of Mines. 
There are approximately 150,000 of 
them in use at present. 

Portable motion picture machines 
need miniature lamps and are helping 
boost the demand. 

With the miniature lamp business 
still in who 
says old man Aladdin 
won't take the count? 

* * 


clothes, 


and his lamp 


its swaddling 


A very strong factor in an intensive 
local selling campaign for appliances 
is the house to house canvass. Some 
dealers refrain 
from using this 


Telephone Bell 
Aids Door Bell step, however, 
maintaining that 
it puts their salesmen and product in 
the “‘peddler or bell ringer’ class. 
A mid-western dealer, however, has 
shown how he gets results from a can- 
vass and yet keeps his salesmen from 
feeling themselves front porch orators. 
He calls the telephone bell to the aid 


of its cousin—the door bell. 


The names of the local residents are 


secured from apartment mail boxes 
and from telephone books. Sections of 
the city are then assigned to salesmen 
and the names in that section given 
them. The salesman then proceeds to 
call up a certain number of prospects 
end asks permission to call on the 
following day, or whenever convenient. 

This plan not only prevents the 
salesman interrupting a general house 
cleaning, a family squabble, or an af- 
ternoon tea, but gives him sort of an 
introduction to the prospect, making 
it considerably easier to obtain an in- 
terview. 


A telephone call is a very small 
matter in itself and yet it is a big 
help in elevating an intensive selling 
campaign from the ‘‘peddler’’ basis 
up to a real sales interview. 

* * * 

“How you gonna keep ‘em down 
on the farm?” Well, there’s~ one 
thing that’s proving a big help and 

that’s electricity. 


Down on The substitution 
the Farm of machinery for 

hand and animal 
labor has done much to take the 
drudge out of farm work. For in- 


stance, the time required to produce 
a bushel of wheat from the shock has 
of 3 
hours and 3 minutes to 9 minutes and 


been reduced from an average 


18 seconds. Whereas, it formerly re- 
quired 11 hours of manual labor to 
cut and cure a ton of hay the same 
work is today accomplished by ma- 
chinery in 1 hour and 39 minutes, with 
a reduction from 83 to 6 cents per ton. 

A big help to the farmer is the 
utility electric motor especially de- 
signed for general work on the farm, 
such as operating churns, cream separ- 
ators, grindstones and other machines. 

L. H. Brubaker, Lancaster, Penn- 
sylvania, certainly finds an electric 
“At 


we 


motor a big help on his farm. 
our barn, “says Mr. Brubaker,” 
use a 15-horsepower slip ring motor, 


capable of starting a 30-horsepower 


load. This is a_ special advantage 
when any of our machines become 
choked. The motor is equipped with 


» circuit breaker and is mounted on a 
little truck 


from one place to another. 


so that it can be moved 
This mo- 
tor grinds feed, shells corn, breaks 
the cobs, cuts and bails hay, fills the 
silo, runs the cement mixer and runs 
the hoist for loading and unloading. 
My wife has a 1-6 horsepower motor 
in the cellar for running her washer.” 

The Merchandising 
Bureau estimates that at the present 


Westinghouse 


time there are two million immediate 
live prospects among the many mil- 
Let us 
suppose that each of the farm pros- 
pects is good for a total of one thou- 
sand dollars-worth of electrical sup- 


lions of farms of the country. 


plies—and there is your two billions 
of dollars—a large sum even in these 
days of big figure juggling. 

It is further stated that about two- 
thirds of all afford to 


electrify their farms. There being in 


farmers can 


the United States about seven million 
farms and only two hundred thou- 
sand of them reported as already elec- 
trified, another billion of potential 
farmer business looms up for the 
future. 

It’s going to be a mighty profitable 
job this “keepin’ °em down on the 
farm” by means of electricity. 

* * * 

The latest United States census re- 
ports reveal some interesting figures 
that ought to spur city salesmen of 


electrical jobbers 
Population on to greater ef- 
Per Jobber forts. Few city 


salesmen have 
ever sat down and analyzed their ter- 
ritories to determine the number of 
prospective buyers of electrical appli- 
ances there are in the portion of the 
city allotted to them. 
list 

cities, 


is tabulated a of the 
16 largest their 
population, the number of electrical 


Below 
country’s 


supply jobbers in each city and the 
number of people per jobber. Any 
salesman can estimate the percentage 
of the city’s population residing with- 
in his particular allotment. Then 
after determining the number of peo- 
ple in your territory divide it by the 
number of jobbers and, figuring that 
all your competitor’s salesmen are the 
equal to yourself, you have the number 
of prospective buyers of your wares. 

Then tell the dealers in your terri- 
tories about it. One salesman hasn’t 
always got the sales ability of another 
and the size of the house and its es- 
tablished trade may enter into the 
compiling of these statistics. Taking 
these facts into consideration you may 
find that you stack up just a little 
better than figures would show where 


everything is considered as_ being 
equal. The figures are as follows: 
Number of Approximate 
r jobbers 1920 population 
City per city population per jobber 
New York Ad 5,621,151 127,753 
Chicago ..23 2,701,705 117,465 
Philadelphia -....19 1,823,158 95,955 
Detroit 17 993,789 58,455 
Cleveland te 796,836 99,542 
St. Louis conse 772,897 64,408 
Boston i: 748,060 46,754 
Baltimore .2....... 9 733,826 81,536 
Pittsburgh 10 588,193 58,819 
Los Angeles 1] 576,673 52,425 
San Francisco....13 508,410 39,108 
Punalo .......2 ir 506,775 72,311 
Milwaukee 5 157,147 91,429 
Washington 5 137,571 87,514 
Newark 38 414,216 61,777 
Cincinnati 9 401,247 44,583 


These figures may not be exact nor 
you may not think they mean much— 
but, they’re interesting to mull over. 
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HUBBELL BRASS SHELL 
SOCKETS in pull, key and key- 


less types, meet the demand for 
quality and service. 


Are you ready to meet this de- 
mand with sales? 


We are. 


Hubbell Pull, Key, and Keyless Sockets are of Standard “QUICK 
CATCH" design, fitting any standard shell caps of pendant, fixture, 
angle, or concealed base types. Large contact screws, which cannot 


drop out, and generous knotting space within the shell cap, make wir- 
ing easy. 





Brass shells are equipped with bead or thread to take either the Hub- 


bell shade holder with collar, or those threaded, or with tightening 
screws. 


The Standard Edison Base takes any standard plug or lamp bulb; a 
stiff phosphor bronze spring contact automatically prevents their be- 


ing shaken loose, eliminates all danger of flickering, sputtering and 
overloading. 


The Pull Socket mechanism was a Hubbell invention: years of actual 
service have proven its unfailing reliability. 


To sell and specify Hubbell is to insure satisfaction—in sockets as 
well as in the famous T-T Slot Receptacles. Look for the Hubbell 
“Globe.” 


Oe OOK 20O0-9-00-00000.00-06 





Pull Socket No. 3618 Look for the Globe on the Key Socket No. 3664 Ke “r ny my t No er 
Shell and on the Key r the Ac rn 


HARVEY BUBBELLD*< 


ELECTRICAL gph SPECIALTIES 


BRIDGEPORT CONN, U.S.A. 











NEW YORK CHICAGO SAN FRANCISCO 
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Spring Demand for 
Electrical Supplies 
The size of the demand for house- 


wiring supplies to be expected in the 
spring becomes less of an uncertainty 
when the following recent cuts in 
building supplies are noted: 


old New Pet. 
price price dec. 
Wooden lath, per M...$20-$22 $ 9-$12 50 
Pipeter, tOn ....cr.cises eae an 20 11 
Sand, stone, and gravel, 
Wes Sst cuisusawe 25 3.50 17.6 
Hollow clay partition 
tile, per 1,000 sq. ft: 
ON See eo oa 150 110 27 
eerie 120 25 
ee ere 165 25 
Ss 55s 6 oe hee 225 25 
Pare: Sane, COR. 6026-0080 12- 25 9- 18 27 
Bricklayers’ cement, brl. 3.55 3.20 10 
Roll roofing, roll....... 4.00 2.50 37.5 
Asphalt individual shin- 
BGs 6 cat cesbewnseees 9.00 6.50 28 


Strip BRimwles.....ccsece 5.10 28 
As can be seen, price cuts of all the 
way from five to fifty per cent have 
been made with the average running 
to twenty or twenty-five per cent. The 
quotations effective in the Chicago 
market, were made, dealers 
stimulate buying, a slump in which 


say, to 


IGEST OF THE NEW. 





was caused by the widespread cessa- 
tion in building. Labor unions have 
not acceded to a wage reduction, al- 
though the increasing lack of work 
may be bringing them nearer to it. 
“Not until these conditions have be- 
come more pronounced and prevalent 
throughout the country,” says James 
B. Forgan of the First National Trust 
& Savings Bank of Chicago, ‘will the 
bankers support building supply deal- 
ers and builders with any loans, which 
it is understood they have been try- 
ing to effect.” Thus indications look 
somewhat more favorable for a good 
spring demand on electrical wiring 
materials. 
* * * 

United Engineering Societies 
Made Excellent Start 

One of the first services which the 
United Engineering Societies, a re- 
cently formed organization of which 






















-_—_— = 
-_ - - wane 
- 
—., * 





lt. 











(RARA- Avis) 


| Pepper Birp 

















At last we are able to reproduce an excellent likeness of the only Perrer Brirp in 


captivity. 
species of the winged tribe. 


The pose, it will be noted, is wonderfully characteristic of this rarest 
The credit for the capture of this bird is due Judge J. J. 





Jackson, alias Daniel Boone, world renowned chipmunk, squirrel and pepper bird 
hunter and general attorney for the Westinghouse Electric & Mfg. Co., who captured 
it in an exhausted condition after a hard all night flight. Many pounds of rock salt 
were used in the apprehending of the bird which is known to become ferocious at 
times. Judge Jackson has given the prize to his very close friend, Nate Harvey, of 
the Illinois Electric Co., who intends (it is rumored) to offer it to the Field 
Museum of Natural History. The definition of this species is known only to the 
members of the Mystic Order of Pepper Bird Aviculture, an electrical fraternity 
with chapters throughout the country and which recently organized a new chapter in 
New York under the leadership of Fred Fullerton, etc. Little is known of the 
biology of this rarest of the rare though it is supposed to have been first seen near 
Sioux City, Ia. Later, it is said, one was nearly captured on the golf course at Hot 
Springs, Va. Anyone answering the riddle will receive a beautifully colored photo- 
graph of the Pepper Bird—maybe. 


, 





Herbert Hoover is the first head, will 
render, will be to aid in determining 
the feasibility of the proposed super- 
power line which it is proposed to 
Boston to 


run from Washington to 
serve as a reservoir and feed line for 
all the electric power plants in the 
Northern Atlantic territory.  En- 
gineers have said that $300,000,000 
per year can be saved in the cost of 
power by instituting such a project. 
* * * 

Labor and Horse Big 
Factor in Farm Costs 

One of the best arguments a job- 
ber’s salesman has today in selling 
electricity and the high line idea to 
the farmer is the losses he (the 
farmer) is taking today due to the 
high cost of producing against the 
steady fall in the market prices of his 
commodities. In a recent investigation 
among 196 lowa farmers figures pro- 
duced showed that only one or two of 
that number had been able to yield 
oats at 44 cents a bushel or less, the 
market price at this writing, and that 
only 40 per cent of them had been 
able to market wheat at a figure 
equalling or bettering $1.80, the pres- 
ent market price of that commodity. 
The cost of production of oats per 
acre was $15.53 of which labor, man 
and horse was charged with $6.01, as 
against 79 cents for machinery. Elec- 
tricity on the farm is designed to re- 
duce this high percentage of approxi- 
mately 40 cent and if the jobber’s 
salesman would sell him the electrical 
idea it might be well to show him 
how electricity could lower this per- 
centage considerably, thereby making 
a profit and meeting his obligations 
at the bank. 

* * * 

Pennsylvania 
Dealers Meet 

The third annual convention of The 
Pennsylvania State Association of 
Electrical Contractors and Dealers 
will be held in Philadelphia on Jan. 
26 and 27, 1921. In accordance with 
custom the sessions will be open to 
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Turn Candle : 
Socket 


Built the Bryant way, to afford individual control 
of lights and facilitate the designing of well bal- © 
anced, perfectly symmetrical fixtures. Note the — “7 
details amplified below: ; 





‘|p Oe 


<a ee 


ie asic , 
Sh, ae 


“———_ The switch mechanism proper is of the ; 

standard Bryant construction, with liberally a 
designed ratchet escapement similar in form 7 P 
to other Bryant Pull Sockets. 


<————— The chain hangs in perfectly vertical align- 


ment, without interference with any other 
part. 








The actuating mechanism consists of two 
discs (one being permanently affixed to 
~~ lower end of socket—the other concealed 
“—— within the bobeche) entirely hidden from 
sight. 





In operating the switch (by a turn, of 

iy Soteselal in pF direction) the ball on end 
of chain is held by the barrier in lower disc 
until it is released when it reaches the 
rounded recess in upper disc. 





The action is easy, but positive, and not 
liable to disarrangement. Let us send 
you complete data and prices. Address 
nearest office. 


THE BRYANT ELECTRIC COMPANY 


BRIDGEPORT, CONN. 
NEW YORK CHICAGO SAN FRANCISCO 2063 
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representatives from all branches of 


the electrical industry for considera- 


tion of matters of mutual interest. 
M. G. Sellers, 1518 Sansom street, 
Philadelphia, Pa., is secretary and 


treasurer of the organization. 
* * * 

Iowa Contractor- 
Dealers to Meet 

The program for the convention of 
the Iowa State Electrical Contractors 
& Dealers Black 
hawk hotel, Davenport, Ia., on Jan. 
The 
opening session of the convention will 
be held at 10 o’clock on the first day 
with Mayor C. L. 
the 
subjects to be discussed will be esti- 


association at the 


26 and 27 has been completed. 


Barewald giving 
address of welcome. Principai 
mating work, advertising, better book- 
keeping, and accounting, proper dis- 
play of merchandise and co-operation 
of the manufacturer, dealer and light- 
ing companies toward future develop- 
ment of the field. 
and of 


An auto tour of the 
the 
A big banquet will close the 


arsenal Tri-cities is 
planned. 
convention sessions. 
* * 
Kansas City to Hold 
Educational Show 
An electrical show that will be edu- 
cational rather than spectacular is 
being considered by the executive com- 
mittee of the 


position Co. which will conduct Kan- 


Electrical Trades Ex- 


sas City’s show next March. Exhib- 


itors are to be required either to 
illustrate the development of the use 


of electric power or to educate those 


Those Western Electricers sure do stick together. 














Looks like another sales man- 


agers’ meeting, but instead its just a little impromptu meeting held for the benefit of 


Tue Jopper’s SALESMAN at the recent jobbers’ convention in Cleveland. 
R. (Ike) Maynard, Detroit; M. A. Oberlander, New York; 


right they are: A. 


From left to 


Al Loughbrough, Cincinnati; “Mart” Buehler, Minneapolis; A. G. Nabors, Chicago, 


and E. Lum, Omaha. 
then they promptly proceed to hide it. 
their unanimous opinion. 


They all wanted to stand next to a good looking motor car; 
“We're better looking than it is anyway,” was 





interested as to the reasons for results 
obtained from the processes on exhibi- 
tion. A model electrical home is being 
arranged for, and the domestic science 
department of the public schools will 
conduct electric cooking demonstra- 
tions. A lighting plan that will dem- 
onstrate what can be accomplished by 
illumination 


properly | worked-out 


schemes is also planned. 
x & % 


Electric Club of 
Chicago Elects Officers 

The Electric Club of Chicago re- 
cently elected the following officers to 
president, W. H. 


serve during 1921: 











This studious looking quintet is a bunch of ambitious jobbers’ and manufacturers’ 


salesmen pooling their ideas and brains on an industrial lighting job. 
J. C. Darrow, Packard Division, National Lamp Works; H. Kirschberg, 


right are: 


From left to 


The Lighting Specialties Co., Pittsburgh, Pa.; A. C. Bailey, Canton Hardware Co., 
Canton, O.; J. A. Daniels, Union Electric Supply Co., Providence, R. I., and Robert 


Walker, Bryan-Marsh Division, National Lamp Works. 
says Daniels (not the one in the lion’s den). 


with low brow salesmen.” 


“Notice our private car?” 
“We're quality folks and don’t associate 


Colman; vice-president, A. G. de 
Clereq; second vice-president, E. F 
Kirkpatrick; secretary-treasurer, FE. 
E. Williams ; three-year trustee, W. E 
Bischoff; directors at large, T. J. 
Rider, Jr., and Harold Almert. 
* * * 

Great Exodus 
From Farms 

The need for electricity on the 
farm to assist in building up rural 
population is apparent after review- 
ing the report that there are 18,232 
the fertile state of 
This 


prises a total of a million and three 


vacant farms in 


Michigan alone. number com- 


quarters acres of land. There are 
30,300 vacant houses on Michigan 
farms, 10,000 of which have been 


vacated this year. This exodus must 
not only be checked but stopped, if 
possible, and an important factor in 
the accomplishment of this is elec- 
tricity. Only a small portion of these 
houses are wired for electricity and, 
if they had been wired and _ light 
plants installed earlier, the exodus 
would been less 


undoubtedly have 


rapid. Not only should these houses 
and these 


trically equipped to, attract occupants 


be wired farms be elec- 
but farm homes that are occupied at 
present should be wired to prevent 
further vacancy. The number of men 
who have left farms of Michigan dur- 
ing the last three years is three times 
as great as the number of men who 
died or were killed in the Civil War. 
There are enough vacant farm houses 
in Michigan to house conveniently the 
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T is the policy of The P. A. Geier Company to dis Proving Plant, and its manufacturers are by invita- 
tribute its Royal Electric Cleaner and other prod- tion members otf the Rice Leaders of the World. 
ucts through electrical jobbers. So the Royal is easy to sell, easy for the dealer . 
This policy means profit to the jobber, service to re-sell, and in both cases it stays sold and leads 
to the retailer, and money-in-bank for the jobber’s to repeat business. Get wise to the new Royal Plan 
salesman who is keen enough to realize that the with the trouble left out and the profit left in. 
business he can do in this one appliance will boost 
: : ; ; Y / Ny °wD i Fy 
his quota sky high and give him the compensa- The P. A. GEIER COMPANY 
tion that is allotted to “star” men. CLEVELAND. OHIO 
Royal Electric Cleaners are advertised nationally 
and locally. They are sold by the triple co-operation 
of the manufacturer, jobber and dealer. 


Everybody knows that the Royal is the best elec- 
tric cleaner—endorsed by Good Housekeeping In- 
stitute, Tribune Institute and the Modern Priscilla 

















42 THE JOBBER’S fA) SALE 


SMAN 


January, 1921 





population of one of the state's larg- 
est cities, Grand Rapids. Of the 
farms of the state, 8.74 per cent were 
idle last year, an area of approxi- 
mately 1,668,000 acres, equal to about 
five ordinary counties. Of the 276,000 
men on farms three years ago, 46,00U 
have since left, 20,000 of them during 
the last year. How are they to be 
kept down on the farm unless they 
have the comforts of the modern city 
home. Comforts furnished by elec- 
tricity constitute a large part of the 
city man’s advantages. These Michi- 
gan conditions are not local but na- 
tional and until remedied by the aid 
of electricity and other attractions, it 
is said prices of food commodities 
will continue to mount. 
* * * 


Facts About 
Tungsten 

It is 20 times as heavy as water— 
in other words its specific gravity is 
20; it melts at 3100 degrees centi- 
grade; it is insoluble in many common 
acids, including hydrochloric and sul- 
phuric; it is four times as strong as 
the best steel; and a piece of tungsten 
the size of a lead pencil contains 
enough material for about five miles 
of filament for 40-watt lamps. 

* * * 

Water Power Bill 
To Help Jobber 

How many jobbers’ salesmen have 
given any thought to what the new 
* water-power bill recently signed by 
the president, will do for them? Have 
you ever stopped to think what the 
new available water-power will do, 
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Pretty soft for some people! 
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Here’s how jobbers’ salesmen receive their lectures 


at the. lighting schools held at Camp Nela, National Lamp Works, Cleveland, O., 


every summer. 


This is called the board walk where the outdoor lectures are rendered. 


One can rest, listen and let the cool breezes blow through one’s wavy locks all at 
once, and from the pictures it would seem that one can sleep—if one isn’t caught. 





inasmuch as only 16.6 per cent of the 
potential water-power in the United 
States has been developed? For one 
thing electric power will be more read- 
ily available and its generation will 
be less costly thereby lowering the 
rates which at present prohibit to a 
great extent the use of some electri- 
cal household necessities. Combining 
these two fact it will be readily seen 
how the demand for electrical devices 
will be augmented. New fields will be 
opened up and old ones made more 


prolific. Not only will this field be 
affected but the industrial field as 


well. With increasing possibilities of 
coal shortage, the continual rise in 


price of oil and its decrease in supply, 








All these fellows were required to spend at Camp Nela last September was their 


time and it looks as though they’re doing a good job of spending that. 


These three 


comfortable looking salesmen are from left to right: J.C. Haynes, Iron City Electric 
Co., Pittsburgh, Pa.; I. E. Christman, Banner Electric Division, National Lamp Works, 


and Max C. Ewing, Wm. Hall Electric Co., Dayton, O. 


Max is a lucky guy! He 


won 25 iron berries in the lighting contest which the National Lamp Works conducted. 


and the economic desirability for early 
electrification of steam railroads, the 
urge for increased water-power de- 
velopment becomes imperative particu- 
larly in the far west. Agriculture as 
well as industry has been affected. 
arid and semi-arid 
lands, which have been converted into 


Vast areas of 


fertile districts under electrical pump- 
ing of water, would be impossible 
without the use of water-power. This 
subject is too large for suitable dis- 
cussion in this space. Nevertheless the 
point is that jobbers may regard the 
passing of the water-power bill as a 
well as to other 


boon to them as 


branches of the industry. 
* * * 

Wireless Telephone 
For Farmers 

Wireless telephony is not so “‘new” 
or beyond the comprehension of the 
layman after all. The Michigan Ag- 
ricultural College has plans under 
consideration to inaugurate a system 
of wireless telephones whereby the 
farmers of the state may be kept in- 
formed as to the market prices of 
their products, receive weather fore- 
casts and even “listen in” to hear 
music or lectures on practical and 
scientific topics such as are delivered 
at the college. Some 50 instruments 
are installed at the present time about 
Lansing, the home of the college. A 
system is also being worked out where- 
by all the farmers of the state may 
eventually obtain instruments from 
the college to receive radio trans- 
mitted. The instruments are much 
less expensive than those required for 
transmission. 
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‘Take the Path of Least Resistance 


“T & B” Fittings Are Well Known, Well Advertised and Easy to Sell | 


Our New Catalogue No. 27 Shows Many Others 














“Squeeze” Connect 
ts — Chase Nipple 


fee 










1245 Conduit Reducer 





Malleable Pipe Strap 





1250 Conduit Enl Adjustable Conduit Hanger 
Lakin Hickey 2 onduit Enlarger 











cet pane ear eee 





“Bulb” Tee with Brass Floor 
Coupling j 





Box No. 100 











Split Elbow 








Pat. Apr. 1-13 
Note the splendid finger grip, 
and collar around base to 
close hole in béx. 





Shutter No, 549 





Bushed Elbow with Brass Floor 
Coupling 





Cable Box with “Shutter” 
Split Tee No. 52151 Attached “Erickson” Coupling 
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Pages are shown one-third of actual size. 











NATION AL STANDARD SIZE 


accurate and meeting after-the-war changes in goods and lists, 


are in type ready for service. 


Sixty-four years experience of 


Your catalog is either a real sales medium or it is only a collection of cuts and list 
prices set in type without any definite plan and knowledge of what a catalog should be. 
In the COLUMN °F UNIT Trade Cataiog vou will have a sales medium into which the 











National Standard Size 





COLUMN ef UNIT Catalogs 
are made the xight size—-The 
National Standard Size, 
10% inches—which size is 
adopted and recommended by: 

The National Association of 
Purchasing Agents, 

National Retail 
Association, 

Southern Supply Bureau, 

United Typothetae and others. 

Let standardization of Catalog 
Size do for you what standard- 
ization in Production has done 
for various Industries. 

Eliminate waste—reduce your 
catalog costs. 
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Hardware 


Column Compilation Each Item is a Unit 








COLUMN »/« UNIT Catalogs 
are order getters, because— 

Each item is treated as a 
unit and has its own cut, sales 
description and list. 

That means service to the man 
using the Catalog. 

Does the Buyer enjoy search- 
ing through the old style trade 
catalog for the information he 
needs or does he prefer che 
COLUMN »& UNIT Catalog 
which gives him the information 
he wants as quickly as he can 


COLUMN »# UNIT Catalogs 
on a @lumn 








are compiled 
basis. 

This means that your catalog 
will contain as nearly as practical 
only such items as you stock. 

Select your catalog by 
columns instead of by pages at 
no extra cost. 

The old style catalog compels 
you to take a whole page 
whether or not all the material 


listed is stocked by you. 
That’s waste for which you 
pay. Why continue to do so? 


turn to the page ? 
Which catalog does he -con- 























sult most? Ask the buyer. 





Write for Full Particulars and Information 


WYNKOOP HALLENBECK 


Trade Catalog Publishers, 
80 LAFAYETTE ST., 
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Pages are shown one-third of actual size 
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Are The 
Assistant Sale 





-Draw Your Own Coriclusions 


a great printing plant stand behind the COLUMN + UNIT Trade 


NATIONAL STANDARD SIZE 


Catalogs. The Organization, the Ability and the Equipment 
to build Sales Producing, Trade Catalogs are here to Serve You. 


sales appeal has found entrance through intensive study of what is required of a cata- 
log, of what sells goods, and of the space required to list the material without waste. 
The new COLUMN *& UNIT Trade Catalogs are an investment, not an expense. 
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COLUMN & UNIT 


ANDAI 


RD SIZE 


Trade Catalogs 


Best 
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You Can Have 





The Old vs. The Up-to-Date 





COLUMN -/« UNIT Catalogs 
have replaced old methods by 
new. 

The old catalog that served 
a few decades ago when modern 
sales methods and_ efficiency 
were unheard of musi give way 
to the efficient and up-to-date. 

Note old style catalog page, 
with its confused mixing of 
items and lists—all is chaotic, 
mixed and puzzling—and, the 
COLUMN »}s UNIT Catalog page 
showing same _ items— clear, 
definite and understandable. 

You are the judge and the 
jury. 




















The Best Costs No More 





COLUMN >} UNIT Catalogs 
give the returns you want. 

If the COLUMN »& UNIT 
Catalogs, per unit of contents, 
cost twice as much as the old 
style catalogs you would still 
be ahead by buying the 
COLUMN »}s UNIT Catalog. 

But you pay no more for the 
COLUMN »& UNIT Catalog, 
per unit of contents, than for 
the old style, obsolete, 6x9 
inch catalog. . 

Elimination of waste space, 
cuts of the right size and proper 
compiling reduce the cost. 

It’s your gain. 

















Service is Our Aim 





COLUMN > UNIT Catalog 
Service consists of giving the 
best in catalog service. 

When your catalog work is 
turned over to us, your catalog 
troubles and worries stop. 

It is but the work of a few 
hours to select your catalog 
from the pages we have standing 
in type and to give the data 
needed for new pages. 

You of course O.K. the final 
proofs before printing, but with 
that exception we relieve you 
of all bother. 

That’s COLUMN >}. UNIT 
catalog service! 














Relating to Better Trade Catalogs to 





CRAWFORD COMPANY 


Printers and Binders 


NEW YORK, N. Y. 
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Notes About Jobbers 


Electric Appliance Holds 
Two Weeks’ Conference 

On Dec. 26 the conductors on the 
railroad trains heading into Chicago 
thought oil had been struck in that 
city but it was only the salesmen of 
the Electric Appliance Co. of Chicago 
speeding towards headquarters to dis- 
cuss the “‘what’s what” and “who’s 
who” of the many lines of electrical 
and automotive equipment handled by 
that company. With the exception of 
New Year’s day when nobody was 
“able” to discuss anything the confer- 
ence lasted for the following two 
weeks. About 50 representatives of 
the manufacturers, for which the Elec- 
tric Appliance Co. acts, were present 
to tell the men what had transpired 
during 1920 and what might be ex- 
pected in 1921. Among others who 
talked were Frederic P. Vose, general 
secretary of the Electrical Credit As- 
sociation, Central Division; Ainslee A. 
Gray, advertising council for the Elec- 
trical Supply Jobbers Association; D. 
G. Pilkington, associate editor of THE 
JOBBER’s SALESMAN, and various de- 
partment heads of the company. W. 
W. Low, president of the company, in 
wishing the boys a Happy New Year 
held out very optimistic views for the 


future but with the added admonition 
that each man would have to double 
the efforts put forth in the last few 
years, 
* * * 
Illinois to Hold 
Meetings Quarterly 
Illinois Electric Co., 312 West 
Madison street, Chicago, beginning 
this month, will hold meetings of its 
sales force every quarter throughout 
the year and thereafter. N. G. Har- 
vey, vice-president and general man- 
ager of the company, believes the men 
can absorb what they hear more thor- 
oughly in two days’ intensified discus- 
sion than they can in a once-a-year 
one or two-week conference. 
* * * 
Western Electric To 
Hold Sales Meeting 
The supply department of the 
Western Electric Co., 500 South Clin- 
ton street, Chicago, is planning on 
holding a meeting of its sales force in 
the latter part of January. 
* * 
Intermountain Company 
Holds Sales Conference 
Down from the mountain tops and 
across the dried and bleached deserts 
of the far west came the salesmen of 











“Well, well, here we are again getting all pepped up for 1921 without the aid of 
any pepper bird,” says the 45, hit-’em-hard salesmen of the Electric Appliance Co. 
of Chicago as they all-sat up and looked pretty for the photographer during their 


sales conference which lasted from Dec. 27 to Jan. 8. 


After two weeks of the inten- 


sive reviewing of lamps, meters, auto accessories, etc., what these fellows don’t know 
about the electric and automotive supply game wouldn’t cover one small page of their 


“swindle sheets.” 


Bob Mitten, general sales manager, sits fourth from the left in 


the front row, while the debonair gentleman in back of him is “Billy” Low, president 


of the company. 


“Small” but you should see the size of his orders and bonus checks. 


envy, fellows: 


G. B. Small, on the left end of the front row, says his name may be 


Read and 














The old saying that East never meets 
West has been proved to be a fallacy pre- 
cipitated by the uninformed, because as 
can be plainly seen above C. B. Mont- 
gomery, manager of the electrical depart- 
ment, W. A. Roosevelt Co., La Crosse, 
Wisce., U. S. A., is meeting and exchanging 
cordial greetings with Y. M. Chen of far 
away China and the International General 
Electric Co. “They can’t keep us apart, 
can they, old topper?” says Monty. 
“2*—!2*#.” replies Mr. Chen, meaning in 
his native tongue, “Where do they get that 
stuff?” 





the Intermountain Electric Co. of Salt 
Lake City, Utah, during the first week 
in December to attend the annual sales 
convention of the company which was 
held on Dec. 6 to 11, inclusive, at the 
Commercial club. The “Better Mer- 
chandising”’ being put on 
throughout the country by the West- 
inghouse Electric & Mfg. Co. and the 
Westinghouse Lamp Co. occupied an 
important place on the program, last- 
ing two days, while speeches by La- 
fayette Hanchett, president, and C. B. 
Hawley, vice-president and general 
manager of the company, were also 
features of note. Factory representa- 
tives of a large number of electrical 
and auto accessory manufacturers 
were also in attendance. C. C, Camp- 
bell, sales manager, had the meeting 


shows, 


in charge. 
* * * 

Rumsey Electric Celebrates 
Twenty-Fifth Anniversary 

In celebration of its twenty-fifth 
anniversary the Rumsey Electric Co., 
1007 Arch street, Philadelphia, has 
issuéd a 32-page booklet showing vy 
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The Standard 


for Power-house, Substation 
souab and general High Tension . 
a Electrical Construction work ee 


Support—7,500 volts Support—25,000 volts 





‘Three E” wiring and construction devices have long 
since become the standard with most large companies 


Stock 


: All Others 
Shipments Can Be 
Can Be Made Supplied 
Upon Many Promptly 
Devices 





Clamp Insulator Supports 


Their superior design, rugged construction and ease of installation, has earned an 
enviable reputation for them amongst all users. 


Our Bulletins should 


be in your hands if Write for your 


you are interested in copy today. 


this equipment. 





a on 


Cable End Bell with Interchangeable 
Parts 





Structural 





ELECTRICAL ENGINEERS EQUIPMENT CO. | 
35 S. Desplaines St., Chicago 21 Park Row, New York 
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illustrations the officers and personnel 
of the company and the various parts 
of the organization. 
* * 
Buchanan Family 
Holds Big Blow-out 
J. F. Buchanan & Co., 1715 Chest- 
nut Street, Philadelphia, Pa., illumin- 
ated the way toward co-operation and 
understanding between employer and 
employees by holding a “family 
party’ on Wednesday night, Dec. 23, 
where both slammed each other on the 
backs and called one another darn fine 
fellows. This banquet, which is an 
annual affair in the Buchanan family, 
of 
Every employee who has been with 
the 
bonus of one per cent of his year’s 
yet 
vears, three per cent; eight vears, four 


was for the distribution bonuses. 


company two vears received a 


four years, two per cent; Six 


per cent, and ten years or more five 
per cent. Out of 115 employees,50 got 
Not to be outdone, the 
employees sprang a surprise by pre- 


bonus checks. 


senting a beautiful office clock and a 
to the 
Buchanan and Gil- 


desirable metal hat-tree two 
“high-ups,”’ J. F. 
bert S. Smith. 


lowed except wives and sweethearts 


No outsiders were al- 


who did their share in wrecking the 


alimental layout. Friend Harry 
Winder of Buffalo, being Mr. Smith's 
had the 


password and did manage to get in. 


guest during the holidays, 


The affair was a whopper of a suc- 
cess, Mr. Smith says, and already the 
next 


“family” is talking about its 


summer's outing. 
* * * 

Carter Electric Co. 
Has New Warehouse 

Carter Electric Co., Atlanta, Ga., 
is now occupying its new three-story 
The 
building which comprises 50,000 sq. ft. 
is conveniently located on a railroad 


warehouse on Haynes street. 


spur. The Carter company also main- 


tains a warehouse in Savannah, Ga., 
which has 20,000 sq. ft. of floor space 
and a %75,000-stock. L. L. 
vice-president and general manager 
of the company; F. S. McGaughey, 
and J. J. (Joe) 
This company 


Shivas is 


assistant manager, 
Perry, sales manager. 
has made rapid strides in extending 
its business in the past few vears un- 
til it is now one of the largest jobbers 
in the South. 

* * * 
Gansman Made General 
Manager H. C. Roberts Co. 

H. M. Gansman, formerly manager 
of the supply division, Philadelphia 
district office of the 
Electric & Mfg. Co., has resigned to 


Westinghouse 


become general manager of the H. C. 
Roberts Electrical Supply Co., Phila- 
Pa. Mr. 
from the 
Pennsylvania in 1904. 


was 
University of 
After enter- 


Gansman 


delphia, 


graduated 











The above 


Shreveport houses of the Interstate Electric Co. 


62 good looking gentlemen are the salesmen, executives and officers that 
constitute the redoubtable sales organization of the New Orleans, Birmingham and 


This go-get-em army of star sales- 


men sweeps through Dixieland with the same unsuppressible force with which. its 


‘ stellar namesakes fall through the great space around us. 
ing their deliberations at headquarters in New Orleans on Dec. 27 to 31. 


This photo was taken dur- 
Percy Stern, 


president of the company, stands seventh from the left in the third row; S. V. Allt- 
mont, general manager of the Birmingham house, stands at the left end of the same 
row; and Ferdinand Levy, vice-president of the company, is sitting on the right end 


of the first row. 


We wish we could name all the boys but space won't permit. 


When 


that is the case it’s sure “some” sales force! 








OP pelo ie 





No, boys, this isn’t Teddy Roosevelt, 
he’s that good old sport Colonel Bob 
Churchill, president of the Electric Appli- 
ance Co., New Orleans. ‘There’s only one 
thing the Colonel likes to do as well as 
fish and that is: drive his Ford at 50 per. 
The Colonel has kept the flivver around 
the water so much it has grown web 
wheels and is covered with scales. 





ing and completing the Graduate Stu- 
dents’ Course of the Westinghouse 
Electric & Mfg. Co., at East Pitts- 
burgh, Mr. Gansman became a sales- 
man for the Sawyer Man Electric Co. 
in Philadelphia which was a subsidi- 
of 


Later, he became a salesman in the 


ary the Westinghouse company. 
detail and supply department of the 
Philadelphia othee of the 
house company, being made manager 
of that division in 1910. 
* * * 

Neutra Now A 
Schimmel Man 

Joseph E. Neutra, formerly sales- 
the Co., 
Philadelphia, Pa., has resigned his po- 


Westing- 


man for Western Electric 
sition with that company to accept a 
position with the Schimmel Electric 


Supply Co., 318 Market street, Phila- 


delphia. In his new capacity Mr. 
Neutra will act as industrial plant 
specialist. 
* %* * 
Interstate Sales 
Organization Convenes 
The 62 salesmen, executives and 


officers, constituting the sales organ- 
izations in the New Orleans, Birming- 
ham and Shreveport* houses of the 
Interstate Electric Co., met at head- 
quarters in New Orleans on Dec. 27 
to 31 to deliberate upon topics of vital 
importance at this time, to formulate 
more aggressive sales plans for the 
coming vear and to review the perti- 
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Edison Electri¢ Appliance Company inc. 


Each of our eleven Service Stations are equipped with 
complete display, repair and shipping departments and 
are in a position to give prompt and complete service 
on any of our products. 


Salesmen for electrical and hardware jobbing houses, when_ 
in any of these cities, are cordially invited to visit us. 
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nent points regarding the various lines 
which the company handles. 
* * * 

Requa Increases 
Capital Stock 

The -Requa Electrical Supply Co., 
Rochester, N. Y., has increased its 
capital stock from $50,000 to $100.- 
000. 

* * * 

H. R. King Goes With 
Pneuvac Company 

H. R. King, who has been power 
and light sales manager of the West- 
ern Electric Co., has resigned from 
that to take new 
duties as general of 
the M. S. Wright Co., Worcester, 
Mass., of the 
vac vacuum cleaner. From the time 


company up his 


sales manager 


manufacturers Pneu- 
that Mr. King graduated from the 
University of Michigan in 1894 until 
the present day he has been connected 
with large electrical enterprises in a 
prominent way. Two years of this 
time was spent in Venezuela in special 
engineering development work. Since 
1899, however, Mr. King has been a 
potent factor in the Western Electric 
Co., first in Chicago and later in New 





tee 
© se 





The above photo shows without a doubt 
that the credit of R. W. Topham, indus- 
trial representative for the Wetmore-Sav- 
age Co., Boston, is Al. If it weren’t he 
certainly would not be sitting on the arm 
of Harry Mealey’s chair. Most salesmen 
selling National Mazda Lamps know that 
Harry is a “wild” credit man at the Na- 
tional Lamp Works. 





We have the pleasure of introducing H. 
R. King, boys, for many successful years 
of Western Electric fame and now gracing 
the roster of the M. S. Wright Co., Wor- 


cester, Mass., as g. s. m. and director. His 
other new, title is “His Majesty, the King 
of Pneuvac.” 





York where he was placed in charge 
of the work he just left. As general 
sales manager and a member of the 
board of directors of the M. S. 
Wright Co., Mr. King brings to his 
new job a wealth of experience and 
ability and takes with him the good 
wishes of his host of friends in and 
of the Western Electric Co., 
22 will 


out 


where his years of service 
stand him in good stead in the pur- 
suit of his new duties. 


* * * 


J. B. Terry Company 
Publishes Novel Book 

The J. B. Terry Co., electrical job- 
bers of Cedar Rapids, Ia., can well be 
proud of the booklet which it is circu- 
lating among the trade entitled ““What 
is Service?” The book proceeds 
throughout its 32 pages to describe 
what service is as rendered by the 
J. B. Terry Co. It begins by outlin- 
ing the territory of the company and 
then goes on to describe the concern’s 
various main lines of supplies, appli- 
ances, telephones, etc., devoting a page 
to each. The many other lines of sup- 
plies are listed on the last page of the 
book. Photographs of the building 
and various interior views are also 
shown. The entire booklet, which is 
laid out in two colors, red and blue, 
presents a very attractive appearance. 
It is predicted that much good will 
and prestige for the name of Terry, if 
not new business, will result from this 





innovation in jobber publicity and ad- 
vertising. 
* * * 

Metropolitan Company 
Occupies New Building 

On account of greatly increased 
business it has become necessary for 
the Metropolitan Electric Supply Co., 
of New York City, to take up more 
spacious quarters at 41 West 36th 
street, same city. The company was 
formerly located at 126 West 36th 
street. The Metropolitan company’s 
new building is a five-story structure 
of which it occupies three. The great- 
ly added space has enabled the firm to 
extend its service appreciably. ‘With 
this invreased stock,” said Leon Port- 
now, head of the firm, “the Metro- 
politan Electric Supply Co. is able to 
furnish its patrons, regardless of the 
extent of their needs, from its own 
stock immediately, eliminating all de- 
lay in delivery.” 

* * * 

R. E. Rae Now With 
Northwestern Electric 

Robert E. Rae, for many years 
prominent in the electrical business is 
now general manager for the North- 
western Electric Equipment Co. at 35 
Vestry street, New York City. 

















“Get down to earth, you insect, where 
you. belong,” says Bill Skiff, in charge of 
the engineering department, National 
Lamp Works, to Pete Neale, one of his 
co-workers and “the man about camp” at 
Camp Nela. Bill must think Pete is rising 
too fast in the world. Afraid of his job 
maybe?? 














THE GREAT THINGS OF LIFE —WORK 
































Tuis is the first of a new series painted by leading 





artists of the country for the Edison I.amp Works and 
illustrating the importance of good light in work 
and play—in the Great Things of Life. 

Throughout 1921 these paintings will appear each 
month in the Saturday Evening Post. The first one, 
shown here, depicting “Work” is in the issue of Feb- 
ruary 5th. Posters will be furnished to all of our Agents 
in ample time for window displays. 


The second of the series illustrating ** Achievement” 
Will be in the Saturday Evening Post for March 5th. 
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alized Publicity 


n Comfort is introduced 
(Beh all the 1921 publicity 4 
® person of the charming E 
girl shown here. She is 
(host prominent figure in 
(Bsplay material furnished 
show windows, in the 
(paper advertising which 
ie read everywhere, in the 

tiful blotter which will 
Bed daily at a thousand 
®, in the large poster and 
Pen, and in the campaign 
eard. 
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DELTABESTON WIRE 
IS ASBESTOS INSULATED 


—and Assures 
Continuous Service 


The use of a heatproof conductor with 
appliances znd fixtures which radiate an 
appreciable amount of heat, is very im- 
portant. 

Wiring troubles are eliminated when 
Type C Lighting Fixtures, Electric 
Ranges, Flatirons, Percolators, Etc., are 
equipped with Deltabeston Wires and 
Ropes. 

Years of successful operation may be ex- 
pected when burned-out motors are re- 
paired by means of Deltabeston Magnet 
Wire. The asbestos insulation assures 
continuity of service. 

A complete stock of Deltabeston at- 
tractively displayed is a real business 
producer. 

Catalog PL-5015 explains the various 
types and applications of Deltabeston 
Wires, and will be mailed upon request. 













The greatest yearly profits 
are to be found on that 
Dealer’s books who sells 
uninterrupted line service 
with supplies. 
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MAKING CAMPAIGNS PAY 


(Continued from page 12) 


paign would not be successful, so that 
the method of letting the public know 
that the organization is offering, 
through its salesmen, a product for 
sale, must be of a kind and character 
in fitting with the organization, the 
product, and its salesmen, without 
exaggeration or misrepresentation. 

The fifth link:—‘‘price’’—repre- 
sents not only the price but the demand 
or market for the product. The price 
at which the product is sold must be 
consistent with the value of the article, 
and must be fair and consistent with 
the market or demand for the same. 
The best organization with the best 
product and the best salesmen with the 
best publicity cannot successfully sell, 
where the price is out of proportion to 
the market value of the same. 


In the past six years my Organ- 
ization has grow from three salesmen 
to over four hundred, and they have 
sold over $12,000,000 worth of real 
estate, consisting of lots in over sixty 
subdivisions within, and adjacent to, 
the city lines of Chicago. Hanging 
over my desk in my office is a motto 
containing the words “Unity of Pur- 
pose, Permanency, Service.” The 
motto is the keynote of my Organiza- 
tion, and, to my mind, upon the close 
application of the spirit of this motto 
in the conduct of our business by our 
Organization, is based my success as 
a real estate subdivision developer. It 
is this spirit which pervades our whole 
Organization, for we are all united in 
team work, with an assured permanent 
position for every loyal and efficient 
man in the Organization. That our 
Organization has given service to its 
customers and clientele is evidenced 
by the fact of the many resales to our 
former purchasers, and the kind words 
of cheer and encouragement that I 
receive almost daily, by word of mouth 
or by letter from our purchasers. 


Each man in my Organization feels 
that in calling the attention of a pros- 
pect to our product he is conferring 
a favor upon the prospect, the benefit 
of which is not measured solely by 
the financial return to the salesman. 


I have tried to stimulate the mem- 
bers of my selling Organization to 
take a higher view of life; to be en- 
thusiastic about their work; to suc- 
ceed in their undertaking by a clean 
cut, honest presentation of the subject 


to the prospect; encouraging them also 
in following proper habits, mentally 
and physically, so that their efforts 
and energy will be directed by healthy 
minds and bodies. 

I have tried to set an example for 
my Organization in my own person, as 
I find that salesmen, as a rule, be- 
come apt imitators of their superior 
officers. In my talks to my sales force, 
individually and collectively, I have 
been careful to eliminate the idea that 
the sole and main object of the Or- 
ganization was to make, or accumulate, 
a financial success only. I have al- 
ways endeavored to appeal to the 
salesmen’s highest ideals in the true 
service due to his fellow men, and have 
asked them to refrain from presenting 
a proposition to a prospect unless he, 
the salesman, was absolutely sincere 
in his belief that he was presenting a 
proposition that he, himself, would en- 
tertain or that he could offer, with a 
clear conscience, to his nearest and 
dearest relative or friend. 

I have never called upon any of my 
selling Organization to do anything 
that I would not, or could not, do iny- 
self. I am a front trench man, and 
am always to be found on the firing 
line, early and late. I impress upon 
my force the fact that I have risen 
from the ranks myself and have had 
practical experience in just the kind 
of work that they are now doing. In 
my addresses to the men at my weekly 
sales talks I set an example of force 
and energy, and impress upon their 
intelligence that I am untiring in my 
efforts to impart to them the benefit 
I have received through my early ex- 
perience and my study, not only of 
salesmanship, but of present day con- 
ditions. 

I have been asked to give my talks 
for the benefit of sales organizations 
in other cities, and have done so. At 
the end of these sessions, I have been 
assured that I have started these or- 
ganizations along the lines which 
have proven successful to me. I 
have noticed, however, that unless my 
plan was carefully followed through 
by those in charge, their organizations 
did not follow the matter through to a 
successful conclusion, and my sales 
talks, in that case, became merely in- 
spiring and of but a fleeting benefit. 
I have learned by this, that it is not 
only necessary to conduct sales meet- 
ings, but to be on the job, constantly, 


and to “follow through” by personal 
supervision and example. 


Most executives lose sight of the 
fact that their salesmen are really 
their “customers.” I have always be- 
lieved that it is necessary to first sell 
your organization and product to your 
salesmen, and to keep them sold. 
With a sales force that is thoroughly 
“sold” to the organization and _ its 
product, there is but little question as 
to the ultimate success of a selling 
campaign. To me there is no such 
thing as “hard times.” or “tight money 
markets,” or “unfavorable conditions” 
which should interfere with the con- 
duct of a selling campaign, and I will 
not allow a member of my sales force 
to alibi himself, when he fails to pro- 
duce, by any such excuse. 

If customers voluntarily walked 
into my office and bought my product, 
I certainly would have no use for my 
large selling organization, nor would 
I be inclined to pay the commission 
which I pay for their services. I take 
every opportunity to impress on the 
salesmen this thought; that it is his 
duty, and that is what he is paid for, 
to go out and “dig up” prospects, for 
my line of work admits of no “order 
takers.” 


I have endeavored to standardize 
my entire Organization. For instance, 
I have a certain number of General 
Managers, each one of whom has his 
specific suite of offices, with clerks 
and equipment. Each General Man- 
ager is allowed a certain number of 
Salesmanagers, and each Saiesman- 
ager is allowed a certain number of 
salesmen. I look to the General Man- 
agers for the conduct of their depart- 
ments, and hold them accountable to 
me personally therefor. The General 
Managers, in turn, have supervision 
and control over their Salesmanagers, 
and it is the duty of these Salesman- 
agers to aid and assist their salesmen 
by practical demonstrations and other- 
wise in the performance of their 
duties. 

I call frequent meetings of the 
General Managers to consult with 
me regarding general policies to be 
pursued by the Organization. 

I hold other meetings at which the 
General Managers and Salesmanagers 
are invited to participate, either for 
instruction, or for general discussion 
of matters concerning the daily con- 
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duct of the business of the Organiza- 
tion. 

I conduct a general meeting for the 
benefit of the entire Organization on 
a certain specific evening each week, 
at which my announcements are made 
of general interest to the entire Organ- 
ization. Frequently at these meetings 
I will have outside talent deliver an 
address on some matter of interest to 
the Organization. I sometimes call 
upon some member of the Organiza- 
tion to address the meeting on some 
subject in which the speaker has 
shown special knowledge or aptitude. 


I also, at irregular intervals, have 
a series of morning meetings, starting 
at 9:00 o'clock and lasting for fifteen 
minutes. These morning meetings may 
run for two or three weeks or even 
longer, with the idea of instilling in 
the minds of the men of the Organ- 
ization early morning habits and get- 
ting them “out on the job” with fresh 
thoughts. Some of the topics dis- 
cussed by me at these morning meet- 
ings are as follows: MENTAL AT- 
TITUDE; “A positive mental attitude 
wins financial success.’ LATENT 
POWERS; “There are infinite powers 
lving dormant in man, here now, pow- 
ers, which, could he but catch a 
glimpse of would endow his life on 
this planet with greater splendor and 
impart to it a redoubled interest.” 
CONCENRATION; “There is time 
enough for everything in the course 
of the day, if you do but one thing at 
a time, but there is not time enough in 
a vear if you try to do two things at 
atime.” HABIT;; “Habit is a cable; 
we weave a thread of it cach day and 
it becomes so strong that we eamot 
break it.” MAKING MONEY; “The 
possession of money gives confidence, 
the lack of it, self-consciousness.” 

Some men gain their impressions 
through their ears, while others gain 
their impressions through their eyes. 
The first class, I attempt to reach 


- through my talks. The second class 


I attempt to reach by posters which 
are issued from time to time, contain- 
ing various pictures appealing to the 
imagination of the sales force. For 
instance, one of these posters shows 
the timid salesman confronted by sev- 
en ferocious looking lions. “Fear,” 
“War,” “Doubt,” “Discouragement,” 
“Other People’s Opinion,” “So Called 
Bad Real Estate Market,” ‘“Unwill- 
ingness to Work’’; beyond lies success 
in sales, pictured by piles of coins. 
The legend reads this way: “Are there 
any lions in your path? They are all 
mental—really do not exist. They 


are of your own making. If you ex- 
pect real increases in sales, you must 
face them squarely. Pursue them and 
see them go.” 

I have noticed that salesmen are 
more extremely temperamental than 
the average business man. It may be 
because of a man’s temperament that 
he becomes a salesman, or it may be 
because he is a salesman he develops, 
as a consequence, an exaggerated tem- 
perament. This temperament, in the 
average salesman, requires delicate 
handling. ‘The salesman’s individual- 
ity should be cultivated in every pos- 
sible way. I find that, especially, in 
the line of work engaged in by my 
sales force, individuality plays a large 
part. I have, therefore, never at- 
tempted to standardize the individuai 
salesman. Where I find that the 
man’s individuality does not fit in with 
my general Organization—for — in- 
stance, if he is a disorganizer, or re- 
quires too much coddling, or becomes 
too arrogant in his ideas—that man 
is quickly eliminated from the Organ- 
ization. 

One of the characteristics that I find 
strongest in real salesmen is the true 
“sporting instinct.”” By this I mean 
the ability to play the game and 
“stand the gaff.” An appeal to this 
phase of his character seems to be one 
of the greatest incentives as a result 
getter. 

I take advantage of this instinct 
by holding frequent contests, offering 
sometimes an especial prize and other 
times, the reward will be in a bonus 
for individual effort or result. 

| have observed that a salesman will 
take greater pride in winning some 
recognition in this shape, far out of 
proportion to the intrinsic value of the 
prize or bonus offered, just for the 
sake of being in the prize winning 
class. These contests run for certain 
definite periods of time, not too ex- 
tended in length, and I change them 
frequently, so as to vary the monotony. 

The results of these contests are 
posted on large bulletin boards in each 
of the General Managers’ suites and 
in the main auditorium, and the prizes 
are awarded by me, personally, at the 
general meetings held on a_ specific 
evening each week. 

These contests enable me to size up 
the men, and I try to reward them lib- 
erally. 

In my sales plan there is always, 
for every special effort, some form of 
additional bonus or prize, with appro- 


priate ceremonies of presentation, 
awarded to the winners. 

I also endeavor to promote the 
social spirit in the Organization. This 
cements the Organization together, as 
a whole, and tends to promote a feel- 
ing of good fellowship among the vari- 
ous members of different departments. 
This form of social entertainment, I 
vary from time to time, in the way 
of monthly dinners, having the entire 
force of General Managers and sales- 
managers as my guests. Other special 
oceasions we will hold banquets and 
theatre parties, the guests at which 
are by special invitation, selected 
through their showing some results in 
some one of the contests. 

Another form of popular entertain- 
ment is a personally conducted party 
by me to see a baseball or football 
game, the guests of which are invited 
through results achieved by tie group 
action. For instance, the sales force 
under some one General Manager will 
exceed in results the groups under the 
control of the other General Man- 
agers. 

Each General Manager's suite is 
fitted up with the latest improved 
methods of registration; such, for in- 
stance, as the telautograph, which im- 
mediately reports every sale; the dic- 
tograph, which communicates with 
every department; and of course, 
telephone service, with a separate 
desk equipment for each Salesman- 
ager. Various daily reports are sent 
from the general office to each General 
Manager, giving in detail the day’s 


hi~ own de- 


transactions not only of 
partment but every other department. 

I have tried about every possible 
way and means, to combine the various 
elements of my Organization into a 
complete business system, avoiding as 
far as possible red tape and circum- 
locution, and, from a practical demon- 
stration of these features, which has 
extended over a period of some five 
years, I am well satisfied with the re- 
sult. I am passing it on for the 
benefit of others who may wish to try 
it, and to that end, I have here set 
forth as much of my method and sys- 
tem as can be compressed within the 
limits of the space allotted for it. 

I sincerely wish that those who 
should attempt to follow this plan will 
have as much happiness and succe-s 
as I have had in my Organizauon, 
and I can assure them that, if these 
suggestions are followed out, there 
can be no question as to the result. 
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The Human Element Is a 
Powerful Selling Factor 


Compro Current Proof _ they prevent even the most care- 
Switches find quick favor with less from accidental injury. 
dealers because they readily ap- 
preciate the limitless field for 
electrical apparatus which in- 
volves the human element. 


Compro Current Proof 
Switches are completely en- 
closed and externally operated 
only. 


Compro Current Proof Class A switches—all sizes 
Switches automatically protect above 30 amperes—are_pro- 
the men who use them. They are — vided with a quick break attach- 
absolutely dependable in opera- —s ment so designed as to break the 
tion and are so designed that. — switch to a full 90 degrees. 


THE WADSWORTH ELECTRIC MFG. CO. 


INCORPORATED 


COVINGTON, KENTUCKY 
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A Salesman Who Was Too Good 


Not Many of Us Have This Fault But Here Is an Interesting 
Story of Why One Man Failed 


blossoms floated like incense 

across the narrow valley as a 
roadster moved slowly along the tree- 
sheltered lane. With 16 years of 
experience at selling Superior Hard- 
ware Company’s line of goods leaving 
faint traces of middle-age, I, Eddie 
Burt, leaned back in the seat and let 
the sweet perfume soothe my tired 
nerves. At my side crouched Dave 
Coolidge of the local daily, his eyes 
riveted to the dusty roadway. Dave's 
fingers were wrapped firmly about the 
polished steering wheel and he chewed 
spasmodically at the end of a fresh 
cigar. 


) ieee of tender apple 


It was a Sunday morning in late 
spring. Meadow-larks dotted the 
fences along the secluded lane and 
poured forth their melody of song. A 
robin teetered on the top strand of a 
neighboring fence; twittering blue- 
birds hopped from branch to branch 
amid the splendor of pink blossoms 
and green foliage; a gopher whistled 
from his doorway at the side of a 
weather-stained post; and in the 
shelter of a sharp bend in the little 
creek, far to the right, three calves 
basked in luxurious sunshine. 


My face brightened at the sight. 
The same wealth of comfort and joy- 
ousness seemed to creep into my own 
body and forced me to smile con- 
tentedly. But Dave did not look up. 
His attention was centered upon the 
rock strewn lane which, in spite of its 
beauty and solitude, was not a very 
easy one on tires. And Dave had 
three tires that were worn badly by 
constant use at his task as newspaper- 
man. 


I watched the little roadster skim 
along the paradise of green growing 
things, bob, now and then, in hitting a 
bad spot and go crawling onward. 
Dave was not driving fast. Speed 
was not the reason for seeking the 
quietness of the narrow valley. We 
wanted to get away from the places 
where life moves swiftly. We were 
looking for just such a spot to cause 
us to forget the noise of the city. Dave 
had proposed it; I had been enthused. 


By R. D. GAULT 


“Isn’t it great?” I breathed hap- 
pily. “Just to drink in the priceless 
beauty of it all. No wonder that 
June is the month of brides—and ten- 
der thoughts—and love. Maybe we 
missed something, Dave. Maybe we 
can't really fathom the depths of joy 
that some know. But I can feel the 
pull of a strange something inside me. 
I crave these buds, and birds, and it 
leaves a queer sensation behind. I 
love the spring time.” 

Dave stirred uneasily. For the 
first time I realized that I might be 
arousing memories of the past. He 
gave me a hurried glance and twisted 
the polished wheel in doing so. Be- 
fore he could look back the car had 
rammed into the carpet of deep green 
at the side of the road and a front 
wheel careened off the sharp corner 
of a rock. Then another blocked the 
way and the roadster shivered from 
the impact of a second blow. A re- 
sounding blast smote the peaceful 
tranquillity, and Dave stopped the 
machine looking reproachfully at me 
as he did so. 

For a long moment he did not utter 
a word. His mouth seemed to pucker 
about the butt of the long cigar and 
an expression of annoyance tugged at 
his face. But it could not entirely 
disguise the joy of living that radiated 
there. He reached down and turned 
the switch. The motor died and Dave 
resumed his severe look. 

I knew he must have been con- 
demning me for mentioning June and 
love for some unknown reason, but he 
shrugged his shoulders finally and 
chuckled. 

“Doesn't it beat the world how it 
happened to be that casing?” he 
queried. 

I stepped from the running board 
to the ground and eyed the flat tire. 
“Why?” I asked. 

“It’s the only good one I have on 
the car,” he replied. “All the others 
are worn to shreds. This one is a new 
easing. I put it on last week.” 

“Lots of things happen that way,” 


I answered turning to scent the per- 
fume of a wild rose bud that grew by 
the side of the lane. 

“You mean that the good often 
fail?” asked Dave anxiously. 

“Yes. Lots of them. No matter 
how infallible they may seem. And 
there is such a thing as being too 
good.” 

“What?” ejaculated Dave. 

“Things may be too good, old man. 
Or, to be more specific, people like 
you and I are often too good. Ina 
business sense, I mean.” 

“They fail?” 

“Just that. Too much of a thing 
is as disastrous as too little.” 

“But you can’t apply that to my 
profession or to a traveling salesman,’ 
argued Dave, forgetting the new cas- 
ing in his zeal. “The better salesman 
you are, the more goods you will sell 
and the more valuable your services 
are to the company.” 

I laughed light-heartedly at my 
friend’s conclusive tone. He believed 
in his convictions. I hated to shatter 
them with my next expression. 

“Not always.” 

“T can’t agree,” added Dave, roll- 
ing the cigar into one corner of his 
mouth and holding a match to the tip. 
“It doesn’t sound reasonable. Almost 
everyone will back me on that. A fel- 
low is always striving to be more 
efficient.” 

“Nevertheless, he can be too good,” 
I repeated. “It may be a lack of 
judgment on the person’s part, but a 
salesman can be too good at his pro- 
fession.” 

Dave eyed me silently. Slowly he 
selected a velvety patch of grass in the 
lee of the rose bushes, where a rail 
fence afforded a background. Stretch- 
ing himself out in comfort, he beck- 
oned me to follow. I sank down at 
his side.. As he lay face upward, 
blowing rings of smoke into the hazy 
June air, he spoke again: 

“Eddie, I won't dispute you. It 
isn’t wise to doubt an old-timer like 
you. You know salesmanship better 
than I know news. Tell me about this 
fellow who was too good at the game. 
I know enough of you to realize that 
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Many “‘Safety Switches’’ 
Do Not Live Up to the Name 


—say the Engineers of the 
Travelers Insurance Co. 





Last month we quoted from an article of inter- 
est to every salesman which appeared in the Trav- 
elers Standard, the organ of the Engineering and 
Inspection Division of the Travelers Insurance Co., 
wherein they not only condemn the dangerous open 
knife switch, but clearly recommend our type, 
mentioning our well known interlocking features il- 
lustrated in cut below. 








HEY further recommend such added safety as is given by the use of the shield— 
such as we make; we quote: 

“The switch-jaws in the service or line side, however, are necessarily alive, and, therefore, a : 

certain element of danger still remains. Protection again this hazard is provided BY MEANS ‘ 

OF A SHIELD which is attached to the line side of the switch box in such a way that it is im- 


possible to touch the live parts except by intentionally removing the shield.” 


Full information in September issue of Trumbull Cheer. Write for a copy if you did not get 
one. 


THE TRUMBULL ELECTRIC MANUFACTURING CO. 


Plainville, Conn. 
San Francisco Chicago Philadelphia New York 


5—Ample room for 
running wires 


i—“Built up” contact 
jaws 


2—Safety catch 6—Quick break 


3—Hinge rivet is up- | : bt (3) 7—Knocks out — ends 
set—cannot loosen | 4 and sides 





4—Can be locked open 8—Pin with which i 


cap operates 





“Circle T” Safety Switches Meet All Safety Specifications 
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there is someone. It wasn’t vou, was 
it?” ; 

I grinned. “No. I’m only a half- 
way-between, neither too good, nor too 
poor. But I do know the salesman.” 

Dave's eyes twinkled. “I knew 


_that. That’s why I lay down. I sus-' 


pected you had the goods to deliver. 
Now, go ahead and convince me.” 

“It has been a long stretch of years 
since it happened, Dave,” I began 
slowly. “Before I came into this ter- 
ritory. In fact, it forms the basis of 
my coming. But we will get to that 
later. 

“It was when I applied for a job 
with the Superior Hardware Company 
that I heard this tale. The boss, him- 
self, told it and it has been published 
in several trade journals, I believe. 
Yet, it is always a new story, for it 
happens seldom. Most of us never 
get too good. 

“Seventeen years ago the Tread- 
way-Dillon Company, hardware job- 
bers, controlled the business in this 
part of the country. They had a line 
of goods, and still have, that com- 
pares with any on the market, but you 
do not hear much of their salesmen 
hereabouts any more. Today, they do 
only the very scratchiest kind of busi- 
ness in my territory, and it’s not be- 
cause of the other salesmen’s ability, 
nor superior quality of hardware, but 
the result of one salesman who was 
too good—and Dillon himself. 

“Dillon is a hard-headed up-to-date 
business man in many respects. In 
truth, I do not believe there are many 
who surpass him. But he made a se- 
rious mistake seventeen years hence. 
At that time Treadway-Dillon Com- 
pany practically sold every retailer in 
this territory. Merchants would not 
waste their time going over prices and 
stocks of other companies. It was a 
hard field for the new hardware house 
to get a foothold in. 

“Treadway-Dillon Company was an 
old, long-established concern and they 
had developed this territory and cul- 
tivated a strong trade. I think they 
sold over 80 per cent of all the 
hardware that was shipped West. 
They had a yearly business that would 
stagger almost any wholesaler but 
they were handling it promptly and 
their line sold. Merchants had no 


trouble supplying their wants; 
credits were arranged satisfactorily ; 
Treadway-Dillon Company was the 
acme of hardware houses. 


“But, Dillon worried himself about 


the 15 or 16 per cent business that 
was going to all the other houses 
combined. He knew that the other 
lines were not better than Treadway- 
Dillon Company’s; he realized that 
their own goods were more generally 
known through wide distribution in 
the territory, and that they could-fur- 
nish the entire demand if the sales- 
man could control the selling end. 
“The salesman at that time repre- 
senting Treadway-Dillon Company 
was an above the average man. He 
sold in advance of 80 per cent of 
the hardware sold here. That alone 
Still, there 
were salesmen who could outstrip 


speaks for his ability. 


him when it came to getting orders. 
“Dillon kept his eve cocked for an 
increase in the sales. They did not 
increase appreciably. He became 
restless; a desire for that remaining 
portion of trade burned in his tireless 
brain. Finally, it burst into flame. 
“One day during the early months 
of spring he left the office, got into 
his car and drove to a hotel in the 
down-town district where he knew he 
would find a S. S. Baer, reputed afar 
as the best salesman of a certain well- 
known biscuit company. S. S. Baer 








Well if it isn’t our skinny (?) old 
friend, Cliff, of the Western Electric 
Co., Cincinnati, O. They say at Cincy 
that Mr. Clifford is one of the oldest 
men (in terms of years in service) at 
the Cincinnati house and whose cheery 
smile has contributed largely to the 
growth of this branch. Weep and you 
weep alone, smile and the world smiles 
with you—eh, Cliff? 


was a wiry-built individual, palavery 
in the use of words, gifted beyond 
doubt with certain taking ways and 
mannerisms, and above all, keen in 
insight to human nature. When he 
met a man he generally knew within a 
short time whether that person had 
any great weaknesses or passions. If 
so, he catered to them with the result 
that he invariably gained a consid- 
erable amount of confidence, and, 
what concerns us more, munificent or- 
ders. 

“That was what Dillon kept hang- 
ing before his eyes. He was prob- 
ably the man who could add the re- 
maining 20 per cent to their year- 
ly sales, and therefore Treadway- 
Dillon Company needed him. 

“Dillon entered the hotel confi- 
dently. He patted himself on the 
back, mentally, that he had, at last, 
taken the one great step that had 
Treadway- 
Dillon Company was now on the road 


been so long delayed. 


to lasting prosperity. 

“S. S. Baer, his black eyes spark- 
ling with delight—or evidently so— 
at clasping the hand of Treadway- 
Dillon Company’s best man, showed 
his teeth in a hearty greeting. Dillon 
felt that here, indeed, was the man he 
sought after experiencing the warmth 
of that welcoming handshake. He 
rested his body comfortably in the 
depths of a leather chair and mo- 
tioned Baer to a seat. 

“Baer, not in the least awed, chat- 

tered on in a humorous mood. Dillon 
listened contentedly. Fulfillment of 
his ideal of a salesman sat at his side. 
All that remained was the hiring. At 
length, he concluded an outburst of 
laughter with clearing his throat. 
““T say, Baer, he began brusquely, 
‘I want you for Treadway-Dillon 
Company. That was my mission. 
I am satisfied that you are the man I 
have been looking for. When can you 
go to work?’ 

“S. S. Baer was somewhat surprised 
at the abruptness of Dillon’s manner, 
but outwardly he was calm. 

‘*T will have to stay the month out,’ 
he replied. ‘After that I am free to 
go wherever I please. One month's 
notice is all I am required to give.’ 

“Dillon appeared pleased. ‘Fine,’ 
he muttered. ‘Don’t worry about the 
salary. We'll fix that to suit you. 
Come to my office when your time is 
up. I need you at once.’ 

“With those words he arose, shook 
Baer’s hand once more and hurried off. 
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Standard Equipment _ 











FOR the past quarter century all who 





have bought or specified electrical goods 





have taken “Paiste” Wiring Materials and 
“HT & H”’ Switches as their standards. 
And these standards have risen year by 





year as our engineers found new ways of 


| improving our products. 


In both design and workmanship their 


quality has never varied. It never will. 


THE HART Go HEGEMANMF co, 
Hartford, Conn. U.S.A. 


























Wiring Materials | 




















62 THE JOBBER’S GF 


fr 


|] SALESMAN 


January, 1921 





“A month later S. S. Baer took this 
territory with instruction to sell that 
extra 20 per cent. He went at it 
with a zeal that would be difficult to 
match. Dillon had made it more than 
worth while. The figure fairly stag- 
gered Baer, and thus the exuberance 
of fervor. 

“He flew at that job with all the 
salesmanship ability at his command 
and gradually Treadway-Dillon Com- 
pany increased their sales. Other 
salesmen lost ground. Baer crowded 
them out. Orders that had seemed 
veritable goldmines before, were negli- 
orders over- 
shadowed them and cast them into in- 
significance. Treadway-Dillon Com- 
pany found itself pushed to supply the 
demand. 


gible now. Baer’s 


“Dillon rubbed his hands egotis- 
tically and poked his thumbs into the 
arm-holes of his vest. Treadway-Dil- 
lon Company was up where it be- 
longed, now. It was master of trade 
in this certain field. None could hold 
a candle to their volume of business. 
Dillon took all the credit. 


“But it was all the result of S. S. 
Baer’s salesmanship. To him goes 
the credit, if not the spoils, and he 
was getting his share of the spoils, too. 
It served to keep his enthusiasm at 
white heat and sales leaped up two, 
three, and even five per cent within 
the next six months. By August first 
Treadway-Dillon Company controlled 
91 per cent of the hardware business. 

“Then things began to happen. 
Baer had just made a visit to head- 
quarters and had listened eagerly to 
Dillon’s fiery talk about grasping that 
final nine per cent of business. Dillon 
was so filled with the subject that he 
talked incessantly for three hours, 
while Baer let it all soak in. It meant 
another thousand in salary to listen to 
Dillon’s ardent flow of words. He 
could afford to assume eagerness for 
that long, if necessary. 

“Yet, it was hardly necessary. One 
cannot see the results of his labor 
without feeling a distinct pride in it, 
especially if it is conclusively being 
Baer felt 
that success rested upon his wiry 


demonstrated as success. 


shoulders. He experienced elation 
that he had accomplished what other 
salesmen had failed to do, and Dillon’s 
remarks served only to multiply that 
feeling of achievement. 

“Dillon was truly satisfied with the 
fruits of Baer’s six months on the 
road. The reason for the fiery talk 


was added success. Realization that 
his plan was panning out spurred the 
hardware man on. There were greater 
heights to scale. 

“Thus, Baer went back to his terri- 
tory, feeling a great desire to do all 
that Dillon had raved about, and then 
some. He carried with him an inex- 
haustible spring of confidence that he 
would succeed. He counted the weeks 
until it should be an accomplished 
fact as naught. But he was due for 
a jarring reality. 

‘Baer hopped off the train one day 
in early August at a little town to the 
west. Selsing, the name of it is. It’s 
on my reference list and I’ve been 
there many times. There is not much 
of a town, only a small place, a few 
hundred population, but it is always 
these small places that form the pulse 
of the hardware trade. Disorders ap- 
pear here first. Baer found disorder. 

“He blew into the only hardware 
store like a zephyr from one of those 
apple orchards. ‘There was some- 
thing inspiring in the way he kept his 
face forever smiling. The clerks all 
hollered at him in a friendly spirit. 
The proprietor came forward quite 
eagerly and Baer launched himself 
into some amusing incident that had 
befallen him in his younger days. 














Harry Espen of the R. M. Laird Elec- 
tric Co., Minneapolis, Minn., wants to 
know if Easter Sunday is Billy’s sister. 
We don’t know what relation they are, but 
we do know that if Harry’s relations be- 
come too intimate with the thing he’s try- 
ing to crank he’s liable to get hurt. 


Baer had that habit of making his 
jokes on himself, and they were 
always clean, wholesome quips. The 
proprietor joined in the hearty 
laughter at Baer’s expense, but when 
Baer mentioned the “wants” a solem- 
nity draped the other’s features. He 
shook his head slowly. 


sce 


Sorry, Baer, he said, trying to 
make his voice as matter-of-fact as 
possible, ‘but your line has been mov- 
ing rather slow of late. Guess I 
bought too heavy. Anyway, the goods 
don’t turn over fast enough to suit me. 
I am figuring on cutting price a little 
later in an effort to dispose of some 
of it. It’s the only way I can see 
clear to cut down the stock.’ 

“Baer digested the news slowly. 
At first disappointment at not making 
a sale seized him; then a flicker of 
doubt assailed him. He was scraping 
the surface of the new disorder that 
had developed in his absence. Should 
this condition of affairs exist? 

“It worried him. 

“Or was this a local condition? He 
was inclined to believe it so. He 
grasped the handle of his catalog and 
backed out, still wondering. It was 
something out of the ordinary. Some- 
thing unique. 

“Baer partly forgot the incident 
after visiting the next town on his 
circuit. The next place happened to 
be a city of fair size and a state of 
affairs similar to the one he had just 
uncovered did not exist. The larger 
stores had greater capital to work on 
and business was better; accounts 
coming due did not form such an acute 
matter. But other villages opened 
Treadway-Dillon Company’s repre- 
sentative’s eyes. Baer approached 
the Wills Hardware Company of 
Wills one afternoon and saw the 
windows full of sale stuff. He paused 
—stricken by a grave fear. The 
goods bore Treadway-Dillon Com- 
pany’s trade-mark, 

“He sought the store’s buyer a bit 
abashed. In answer to his usual in- 
quiry the man looked up with a wry 
expression. 

“Not a thing today, he snapped. 
‘My time is up on that stuff you sold 
me three months ago and I haven't 
sold enough to pay for one-third of it.’ 

“Baer swallowed in meekness. His 
tongue clove to the roof of his mouth. 
He could not have uttered a single 
word. What could be said? 

“The Wills Hardware Company’s 
(Continued on page 66) 
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The Salesman Who Sells 
Apex-Rotapex Products 
Is a Salesman to Respect! 





Apex-Rotapex salesmen are continually 
running up against unusual selling experi- 
ences that test out the merits of the prod- 
ucts they sell. Here’s an excerpt from 
a letter recently written to us from the 


South: 


New Orleans, La., 1-2-21 
Gentlemen: 


‘ The Interstate Electric Co. of 
this city has equipped the entire Mexican 
navy with ROTAPEX washers. Doesn’t that 


sound good, particularly the word entire? 


Mexico has one gunboat. Let someone equip 
the Irish and Swiss navies and we will have 
material for an extensive advertising 
campaign. 


This is just another illustration of numerous 
places our products may be sold. Many of 
the small cleaning establishments in New 
Orleans use ROTAPEX washers, and there 
is a small town near here that has no laundry 
in which a woman attempts to run a laundry 
equipped with two ROTAPEX washers, one 
Simplex Ironer and a couple of electric irons. 
The Valet Cleaning Shop at Chattanooga 
uses the Apex Electric Cleaner to clean suits 
and overcoats. 
Your very truly, 


R. H. SHORT. 





We shall be glad to hear from any Apex-Rotapex sales- 
man any time he has an unusual sale or selling experience 
to report. 





The Apex Electrical Distributing Company 


1067 E. 152nd St. Cleveland, Ohio 
Canadian Factory Apex Electrical gece Company, Limited, 
102-104 Atlantic Ave., Toronto, Ont. 














Cpe~ : 


ELECTRIC SUCTION CLEANER 





RSTAPEX 


ELECTRIC CLOTHES WASHER 
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Hands are all you need 
to renew this fuse 


As a technical man, you appreciate a fuse 
which saves time, cuts out waste effort, and 
boosts efficiency in your plant. 

Study the pictures opposite. They show 
how the Buss Ferrule-Contact Renewable 
Fuse is renewed in six simple movements, 
with only five parts to handle. This fuse 
ends the scurry and search for tools at a crit- 
ical moment. 

Simplicity is the reason — simplicity 
achieved without the sacrifice of any essen- 
tial. Simplicity also contributes to safety and 
durability, which affect a tangible saving in 
your operating costs. 

Knowing Buss superiority, you will buy 
Buss Fuses. Write (or ask a Buss salesman ) 
for our F. C. book. It gives facts—not gen- 
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All Buss Renewable Fuses use The Drop-Out Link, interchangeable 
with other STANDARD makes of renewable fuses. 
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“Hands are all you need 
to renew this fuse” | 








That statement heads our national 
advertising this month. It is only 
one of many facts regarding the 
superiority of Buss Fuses. 





Learn those facts. They will help 
you sell more Buss Fuses. Study the | 
pictures on the opposite page. They | 
explain one big virtue of the Buss | 
Ferrule-Contact Renewable Fuse— 
ease of renewal. 


Write for our F.C. Book, that will 
prime you with a thousand facts, 
every one a_ selling-talk in itself. | 
Know Buss Fuses—and vou’ll find it | 
easy to sell them. | 


BUSSMANN MFG. CO. 
ST. LOUIS, MO. 


NEW YORK, 731 Broadw oe > ga 627 W. Jacks 
SA ‘N FRANCISCO, 509 Mission St. 


BUSS FUSES 


fussfises) APPROVED IN ALL TYPES AND SIZE 7 
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ANYLITE 


ELECTRIC DIMMER 


One Type for 
Every Service 


In the nursery, bed- 
room, and sick room 
they are _ indispen- 
sable, while in the 
bathroom and _hall- 
ways they area great 
convenience. 


To display them is to sell them, as mounted 
on our new royal blue display cards they 
‘‘sttract’’ instant attention, which needs only 
a demonstration to affect a sale. 


ANYLITE EXTENSION SOCKET 


Makes it possible to connect 
any portable electrical appli- 
ance without first removing 


the shade. 


Put up in standard package 
of (25), each box containing 


a two-colored display card. 


See that your dealers are 
supplied as the price is right 
with a good margin of profit. 


ANYLITE ELECTRIC CO. 


FORT WAYNE, IND. 











A Salesman Who Was Too 
Good 
(Continued from page 62) 
buyer recognized the salesman’s silent 
agony. He felt a bit drawn to the 
wiry-built fellow. His voice lacked a 
trifle of the harshness of the first ut- 
terance when he spoke again: 

“See here, Baer,’ he said calmly, 
‘I’m going to speak right out to you. 
I don’t blame you entirely, but I’ve 
figured out what’s wrong. Brace 
yourself for a blow. You're too good 
a salesman. From now on, every time 
you come to this store I’m going to 
listen to your joke, laugh heartily and 
tell you to call again, but I won't 
bring out the want book.’ 

‘“*Why?’ gurgled Baer. 

‘Why?’ 

~ Se 

“Because if I did you'd sell me a 
lot of things I didn’t want and you'd 
sell me more than I could use. That’s 
the reason. From now on I won't be 
tempted. I’ll talk prices and quantity 


| and quality with someone else who 


isn’t so good at selling. No harm 
meant, Baer. I’m just telling you.’ 
“Baer swallowed again, cleared his 
throat to protest and stared dumbly. 
Then he walked away with his catalog 
and the truth. He never came back. 


| There was no use. After completing 


his trip around the territory without 
an order worth commenting on, he 


_gave up. He quit and went back to 


| 
| 
| 





the biscuit company. Since then, I 
have met him several times. He often 
asks about our merchants. 

“That was why the boss sent me 
out to represent the Superior Hard- 
ware Company sixteen years ago. He 
told me this story for its effect, I 
think. I have never forgotten it. 
That's why I remain a not-too-good- 
not-too-poor salesman. I shall always 
remain one.” 

And Dave’s lips formed two short 
words as he eyed the flat tire on the 
front wheel of his roadster. 





Sample Electrical Home 

The success of the sample “electri- 
cal home” in San Francisco has led 
its promoters to start construction of 
five more homes that will be as com- 
pletely wired and have as many con- 
venience outlets as the original one. 
The new homes, situated in St. 
Francis Woods, are provided with 
double-wiring circuits for illumination 
_ and appliances. More than 18,000 
| people visited the first home. 
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Demand for Economy Fuses is heavy, steady—con- 
stantly stimulated by national and trade paper ad- 
vertising which reaches 10,000,000 readers each 
month, 


This drain on dealers’ stocks depletes their line of 
Economy Fuses and makes imperfect Economy 
Service to fuse usefs. 


Jobbers’ salesmen who strive to increase their sales 
should request dealers to check up their stock of 
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Econemy Fuses were the first line using inexpensive bare links for restor- 
ing blown fuses to their original efficiency to be APPROVED IN ALL 
CAPACITIES by the Underwriters’ Laboratories. 








a ———— 
— 


eso: V, 





Economy Fuses and order missing capacities with- 
out delay. 


Prospective fuse buyers now ask for and insist upon 
getting Economy Fuses. 


Your dealers know there are no other fuses just 
as good. 


Push Economy Fuses—and remember that every 
Economy Fuse advertisement bears the slogan: 


“For sale by all leading electrical jobbers and dealers” 








Knife-blade Type, Economy Fuse 


Economy Fuse & Mfg. Co., Chicago, U.S. A. 


Economy Fuses are also made in Canada at Montreal 
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Save Your Back with a 





CADILLAC 


Easy to Operate—Easy to Sell 


BECAUSE 


its friction-driven soft bristle carpet 
sweeper brush does not injure the 
nap. 

Its large Motor gives powerful suc- 
tion. 

The motor operates on either D. C. 
or A. C. current, and is furnished for 
any voltage from 32 up to 250 volts 
without extra charge. 

Current is turned cn and off by means 
of push button switch in patented 
pistol grip handle. 

Not a so-called assembled machine— 
but built entirely in our own plant. 


Weight twelve pounds. 
Four sizes and styles to select from. 


Extra attachments for cleaning prac- 
tically everything in the home. 


= Twelve years on the market. 


The jobber was not an after thought in the selling 
plans for the Cadillac, but a fundamental principle 
upon which its large business has been built. 


If you wish to connect with a manufacturer who has 
an absolutely reliable, nationally advertised product 
and a fixed and definite long established liberal policy 
toward the jobber, you will write at once for our prop- 


osition. 


CLEMENTS MFG. CO. 


601 FULTON ST. 
CHICAGO 


CANADIAN FACTORY, 70 DUCHESS ST., TORONTO 











Boost Central Station Stocks 
Through Your Dealers 


By James F. Hall 


HILE in attendance at one of 

the late contractor-dealer state 
conventions, the writer was quite for- 
cibly impressed with the necessity for 
favorable publicity throughout his ter- 
ritory on the subject of “Financing 
the Central Stations,’ in order that 
they may be permitted to successfully 
cope with the drastic demand for line 
extensions and greater power equip- 
ment. Now why should you and I— 
and our dealers—endeavor to give en- 
couragement and publicity to this cru- 
cial financing program? 

The Cenvral Station is the vital or- 
gan around which the entire electrical 
industry is centered, and upon which 
it must depend fundamentally for pos- 
sible trade extensions. The extensions 


‘are vital to a continuance of the de- 


mand for the electrical contractor- 


' dealers’ services, for the contractors’ 


supplies and material, and for the 
potential market for appliances and 
fixtures. Our industry is certainly 


| dependent upon the ability of our 


utility corporations to keep pace with 
the constantly increasing demands for 
extensions of service. In our helping 
to make possible these extensions we 
are allowing a demand to be devel- 
oped, upon the volume of which, the 
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Nobody seems to know in just what 
“school” G. R. Finley of the Commercial 
Electrical Supply Co., Detroit, Mich., ac- 
quired his experience at handling rocks. 
Suffice to say he is on the rock pile now, 
pure evidence of which is above. Finley 
savs he may throw rocks but he never 
throws the hammer nor the bull. 
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M) TRADE MARK. 


Means Lon Life 


A fuse lasts just as long as its strength holds out. No longer! 
Don't be sidetracked by beautiful theories and high-sounding 
talking points. It is ruggedness alone—the ability to stand up 
against repeated blow-outs—that counts. 


With this idea in mind we have built a housing of exceptional 
strength around the fusible element of the “Union” Renew- 
able Fuse. 


The casing itself is unusually thick and strong. All the com- 
ponent parts—yoke, washer, cap and ferrule—are construc- 
ted with an extra margin of strength. And the ferrule, in- 
stead of screwing to the inside of the casing, as in ordinary 
fuses (which subject the casing to the brunt of the blow-out 
pressure) is screwed and riveted to the outside of the casing 
to reinforce it at every point. 

Strength means LONG LIFE—the thing your customer 
pays for. And the thing he gets in a ‘‘Union’”’ Renew- 
able Fuse. 

Why not let us send you booklet telling about the other 
superior features of both the Renewable and Non- 
Renewable types of ‘‘Union’’ Fuses? The National 


Board of Fire Underwriters has given both types their 
very highest approval. 


Sold by electrical dealers everywhere. 


fim] Chicago Fuse Mfg. Co. 


Oldest and largest manufacturers of Fuses, Elec 
600° jp 600 trical Protecting Materials and Conduit Fittings 
amp, <W yours 


New York 





Chicago 


RENEWABLE FUSES 
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Jobbers’ Salesmen— 


: addition to having a better fuse to 
sell—one you can back up to the lim- 
it—you can actually sell it at lowest cost 
to your customers. 


RICES and real merchandise talk 
now—with these advantages you 
can make more and bigger profits. 


Let us tell you the whole story. 


Federal Electric Company 


Federal Sign System (Electric) 


8700 SOUTH STATE STREET CHICAGO 


91 New Montgomery Street 627-649 West 43rd Street 
SAN FRANCISCO, CALIF. NEW YORK, N. Y. 


Branches in all large cities 





Made in both 250 and 600 Volts up to and 
including 600 Amperes. 

















foundation of all electrical enterprise 


is forced to rely. 


In this particular instance, we have 
an industrial structure that might be 
likened to an inverted pyramid, in 


_which each block of the whole is de- 


pendent upon the other individual 
units. Hence the extension of the 
properties and the territories served 


_by the central stations creates a de- 


mand for the services of the contrac- 
tor-dealer, creates a demand for the 
jobber’s services, and hence the de- 
mand for the electrical manufacturer’s 
product. Thus, upon the basic condi- 
tion of the utilities does the prosperity 
of the balance of the industry depend. 

Now purely from a monetary view- 
point, how should we judge the merit 
and value of an investment at this 
time in our public utility stocks? In 
the first place, your banker will tell 
you that it is a good conservative in- 


_veéstment. Furthermore it is an in- 
_vestment of vital importance to the 





welfare of our individual localities; an 
investment that will make possible 
improved living conditions; an invest- 
ment that makes possible expansion of 
commercial enterprise; it all sums up 
in a furtherance of our present-day 
electrical service to the modern home, 
the office, and the factory. 

Preach its worth to the dealers you 


call on, to the fellows you chat with. 


Take a few minutes of your time to 
convince each dealer that his personal 
co-operation in this movement will be 
repaid in divers ways, and quite di- 
rectly in an increased commercial 
demand for his services and electrical 
merchandise. 

Let us consistently keep talking on 
the subject; we should engender a 


| steadfast co-operation that co-oper- 
| ates. Link up this proposition from 


the Alpha to the Omega. Boost for a 
united front upon the part of the con- 
tractor-dealer and the Central Sta- 
tion; and then, we can certainly rely 
upon an effective and beneficial remu- 
neration to all factors involved. 





Mohr Now Store Manager 


J. J. Mohr, formerly lower Wis- 


| consin representative for the Illinois 


Electric Co., Chicago, has resigned his 
position with that company to accept 


_ the managership of the Warsaw, Wis., 


store of the Electrical Merchandising 


| Co., Madison, Wis. The latter com- 


pany operates a chain of retail electri- 
cal stores throughout Wisconsin. 

















The First Complete Laundry Unit 
ABC 


Elechicfaundress 





























Close-up of connecting drive. The 
A-B-C Ironer connects in this 
manner to all A-B-C Super Eleétric 
Washers and to 1920 Alco models 
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Ae =4) Jaundry unit... The 
A-B-C Electric Rasuillias 
Production of the A-B-C 
Ironer has already begun, and 
A-B-C Wholesale Distributors 
are now booking orders from 
dealers. 


ED Fe Es 1 gives us great pleas- 






The waiting market will be 
supplied as rapidly as our manufactur- 
ing facilities can be organized on a 
basis consistent with A-B-C standard 
of quality. 































The A-B-C 
EleGtHric Ironer 





>] compares favorably in quality and price, with other leading 
~ makes. Our engineers have not only combined their best fea- 
tures, but have added numerous exclusive points of superiority. 





Sold with an A-B-C Washer . . . or to a present user of an A-B-C... 
The A-B-C Ironer without motor offers a considerable saving in price. 


Distribution of the A-B-C Ironer is made through the same jobbing 
channels as the A-B-C Super Electric Washer, thereby making it pos- 
sible for a live dealer to obtain the exc/usive agency for his locality. 


The A-B-C Wholesale Distributor for your territory will gladly send 
descriptive circulars and quote prices and discounts. 


The A-B-C is the Only Complete Line of Home Laundry Equipment 
Cylinder-oscillating Washer, Dolly-type Washer, and Ironer. 


Altorfer Bros. Company 
PEORIA-ILLINOIS 


NEW YORK—SAN FRANCISCO 
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the retailer had onions for dinner. 
The manufacturer no longer reaches 
him by personal contact and therefore 
the job of telling Mr. Dealer how to 
sell the lighting commodities you put 
on his shelves is all yours. It’s as 
important a part of your job as selling 
the goods themselves, for, if they 





Passing The Lighting 


(Continued from page 11) 


point. Jobber and manufacturer can 
move no faster than the dealer moves. 
Just now, many lighting manufactur- 
ers and jobbers are wondering how 
they can stimulate lighting demands 
in order to keep sales from slumping. 
Think how easy it would be if each 
retailer would hump himself a bit to 
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Tue Cxiosest TEAM Work Anp Harmony Is EssentrAt. 


merely gather dust on the dealer's 
shelves, where do you get off when 
you come around next month for an- 
other nice fat order? You tell ‘em 
conductor—you’ve got the punch! 


Gray Hairs in the Lighting Manu- 
facturer’s Thatch 

The maker of lighting equipment 
acquires a new gray hair each day 
over the problem of getting up-to-date 
lighting sales and installation knowl- 
edge to the contractor-dealer, the fix- 
ture man‘and the lighting retailer. 

There is no worry in his whole kit 
bag of troubles which rides 
harder. Manufacturing difficulties can 
be solved ; his own selling organization 
will move as he directs; there’s no 
lack of good retail 
ideas and sales aids—but how to get 
this constantly new, constantly chang- 
ing information over to the dealer— 
there’s the rub. You can lead a dealer 
to water but you can’t make him drink 
the darn H,O, even if there is a dry 
amendment. It’s like the League of 
Nations—we all enjoy talking about 
it and when we meet a chap who really 
knows something about it, take 
pleasure in learning the facts from 
his conversation. But, sit down and 


read the dry stuff, Article by Article? 


him 


merchandising 


we 


Nix—never—‘“‘shoot me at sunrise, 
first.” 
And every lighting proposition 


comes right back to this same old 


sell more goods. We all know that 
there’s no end of places where better 
illumination is needed and where tt 
would be a lead-pipe cinch to sell it. 
It all turns on the dealer in the final 
analysis—if you help him to sell, you 
help yourself to further sales. 

At first blush it may look as though 
we are panning the dealer. Nothing 
of the sort is intended. He’s human 
like all the rest of us and if he’s not a 
book-worm, nor wonderfully quick at 
absorbing a brand new idea, that just 
about puts him down in a class with 
you and me and the other 99.44 per 
cent poor scholars. 

You've got to remember that he’s 
twice removed from the source of in- 
formation on lighting changes, im- 





Buck 


The 


some- 


provements and selling dope. 
lighting manufacturer 
thing and passes the buck to you. 
You grab it and pass it along to the 
dealer. He has nobody to ease it on 
to, so he either puts it to work or 
promptly forgets it. Seeing that he 
doesn’t forget it is your end of the 
game. 


The Double Play—Manufacturer 
to Jobber 

A certain amount of every lighting 

manufacturer’s net profits—and usual- 


starts 


ly it’s a pretty considerable share— 
goes into improving his line, bringing 
out new products, sales promotional 
activities and advertising. 

The jobber’s salesman is a vital 
factor in the success of any of these 
endeavors. The closest team-work 
and harmony is essential. It will be 
up to you to sell the new product to 
the dealer—up to you to see that the 
old stock is moved before the new one 
gets shelf space—up to you to get the 
new selling ideas over to the merchant 
—up to you to see that dealer adver- 
tising is rightly distributed and used. 

It is always difficult for the manu- 
facturer to get this fundamental in- 
formation to you. If it irks you be- 
cause the dealer doesn’t read the 
printed matter sent him and doesn’t 
take advantage of the sales ideas and 
helps offered, why, make it two of a 
kind, because the manufacturer has 
exactly the same trouble with you. 
The manufacturer’s salesman has all 
the dope, but when he’s at your home 
office, likely as not you’re in Oskaloosa 


or Red Dog or somewhere just as re- 
=~. 





THe ADVERTISING DEPARTMENT KNows TuHat Nor One-Hatr Or THe Expensive 


Apvertistinc Witt Be Ricutty 


EMPLOYED. 
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ONSIDER the Mineral- 


lac Line: 


There is 
thing doing with specialties 


always some- 


carrying the label— 





For the Cable 


and Conduit Hanger—-safe, 


instance, 


economical, durable, conve- 







nient. Approved by the 
National Board of Fire 
Underwriters. 






Or—the Jiffy Clip holding 
pipe securely, 


using one bolt. 





or conduit 














Likewise, the Altman 
Desk Push—Round or the 
Rectangular, with or without 
Name Plate. Attractive 
Oak or Mahogany finish. 








Sold Through 
The Jobber 





MINERALLAC FLECTRIC COMPANY 








1045 Washington Blvd. 
Chicago, Ill. 















mote. The solution for you, is to get 
on closer terms with the manufacturer. 
If you can’t talk to his representatives 
frequently, there's no law against 
writing direct for any information you 
need. The house will be glad to have 
you do it and won't object to paying 
the postage. As for the manufactur- 
er, he’ll break his neck to accommo- 
date you, if the shock of hearing from 
you doesn’t kill his whole force first. 
Honestly, it’s surprising how seldom a 
manufacturer hears anything 
from a jobber’s salesman—even a re- 
quest for help! Retailers with whom 


the manufacturer has no direct con- 


ever 


tact write frequently, but a letter from 
a jobber’s saicsman? There simply 
ain’t no such animal. There was one 
once, framed in gold and hung in a 
president’s office but as everybody 
thought it a fake, he took it down. 
Just to prove that the manufacturer 
is dead anxious to get sales informa- 
tion into your hands you have only to 
leaf over the advertisements in this 
very issue of THe Jopper’s SALESMAN. 
They're spending good money for this 
purpose and the 
every page of advertising is sales dope 


message in almost 
that will help you or your retailers to 
They tell you what 
their advertising plans are, they offer 


move the goods. 


you selling helps, engineering service 


and beseech you to write to them. 


Angels could do no more! 


The Sales-Engineer 
Of late years we have heard much 
lighting and 
The sales-engineer as a 


of sales-engineers in 
other lines. 
rule is a pretiy good scout, much too 
good to be harnessed to a darn fool 
name like sales-engineer which has 
about as much sense or meaning as 
“Jewish-Christian Science” or “dark- 
The bird who hitched 
those two names together sure wins 


illumination.” 


the box of nickel-plated cigars. <A 
real dyed-in-the-wool engineer 
couldn't sell ice cream in Hades. A 
he’s 
more salesman than engineer. The 
only difference between him and the 


sales-engineer is successful if 


garden variety of salesman, is that he 
has learned what makes the wheels go 
‘round in his particular product and 
for that reason he ought to be a 
mighty good salesman if he knows as 
much about selling as he does about 
his product. 

The next question is why is a sales- 
engineer? And the answer is simply 
that the jobber’s salesman wouldn’t 
learn what made the wheels go round 


in this particular product, and sales 
depended somewhat on this knowl- 
edge, wherefore the manufacturer put 
his special representative on the road 
to cop off the cream of the business. 
If he is a wise manufacturer this busi- 
ness is turned over to the jobber and 
Mr. Sales-Engineer is instructed to 
spend as much of his time as possible 
in getting his special knowledge across 
to the jobber’s salesman. 


The Manufacturer’s Adver- 
tising Problem 

Nearly every big advertising cam- 
paign covering retail merchandise ts 
divided into two equaily important 
parts—first, the magazine or other 
nation-wide advertising which is in- 
tended to reach the public as a whole 
from Manhattan to Frisco, and—sec- 
ond, the local advertising or “dealer 
tie-ups” that are intended to actually 
lead people into the stores where the 
advertised merchandise may be pur- 
chased. The second link in the chain 
is the really vital one because the first 
link a hoot without the 
second, 

The problem that drives advertising 
men to murder their mothers-in-law 
is how to get the dealer to effectively 
use the sales-building advertising they 
so painstakingly provide. The adver- 
tising department knows absolutely 
that not one-half of the window trims, 
newspaper ads, slides and 
other good and expensive advertising 
will be rightly employed. It expects 
much of this material to gather dust 
under the dealer's counter or to be con- 
signed on receipt to the junk pile. 
Now a simple window trim costs the 
advertiser at least a dollar; a litho- 
graphed cut-out costs from five to 
twenty dollars. Lantern slides, news- 
paper plates, folders, all cost good 
money. The advertising department 
has no way of separating the sheep 
from the goats—the dealers who'll 


isn’t worth 


lantern 


use the advertising from those who 
won't. Right there is where the job- 
ber’s salesman could earn the manu- 
facturer’s undying gratitude—just by 
letting the manufacturer know who 
are the dealers in your territory that 
consistently use advertising tie-ups 
and by predding the others into using 
such tie-ups. Such action will build 
sales for the dealer, sales for you and 
sales for the manufacturer. It will 
strengthen your standing with both 
dealer and manufacturer. It is as big 
a part of your job as getting the name 
on the dotted line for a big order. 
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othin 


Experimental 
about 


AUSTIN 
BROWNIE 





Brownie Bodies. Con- 
nector is held into box 
g by Locknut. The no- 
44 thread patented fea- 
Y ture eliminates’ the 


Yj 
YG 
Brownie Box Connec- 
tor. For connecting con- j 
Y = to ging | gee Z 
/onnector 1S e into Y . . 
y box by Locknut and the Brownie Bodies have been used 
Ly | an aa ee for years, by all the leading contrac- 
Yj sania’ tna Phd ae tors in the country. 
Uy duit. 
Z " Brownie no - reed 
a tor. x . a ° 
ZA connecting conduit to 4 They stand for simplicity in them- 


pressed steel bodies, three connec- 


i) selves. The combination of three 





U7, conduit. Simply cut of A tors and a few carefully designed 
Y length, slip It into the < ocainary ame. YA COVETS, make up this complete line 
bod , An ordinary Aus- Y . ° e e 
tighten ‘the Locknut tin conduit nipple, of Brownie Bodies, which will an- 
and you have an abso- together with a : 3 
Vy ute hold. regular conduit 7/4 sgwer every conceivable job for ex- 
coupiing, makes a * 








very neat connector posed wiring. 


for coupling con- 
duit to Brownie 
bodies or any out- 
? let box. 


It does not require a big invest- 
ment to carry a complete stock. 





If you are not among the thou- 
sands now using Brownie Bodies, 
try them and we are sure that you 
will agree with us that this line is by 
far superior to anything of its kind 
on the market. 











THE M. B. AUSTIN COMPANY 
700 JACKSON BOUL. CHICAGO 
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— . A Wise Salesman Keepeth 


His Own. Counsel 
By A. G. Orear 
NE of the hardest lessons for the 


cub salesman, and some of the 
older men at the game, for that mat- 
ter, is to appreciate the wisdom of 
the old adage, ““A wise man keepeth 
his own counsel.” 
A new salesman wants to be looked 
SALESMEN— on, by his prospective customers and 
| brother salesmen, as a_ successful 
salesman and avails himself of every 
Do you realize that there is a profitable field opportunity to brag of the large or- 


among the industries in every locality for ders he has just secured or hopes to 
secure. He makes no discrimination 


SHAWMUT | between the discussion of secured 


business and prospective business in 


RENEWABLE | his conversation. 


The writer has secured many valu- 


FUSES | able tips, which resulted in business 


i ; for his firm, dropped by some indis- 
ley are the result of many years of experi- ceiaiilt cialiahitinadis. Mivininil “dinines es eas, 
ence in fuse construction and their meritorious |] | ritory and you can tell who has been 
features and dependable service have earned the 
confidence and respect of the ultimate user. 
Of simple and durable construction with a 
minimum number of parts each of which is built 
to defy the destructive action of blow-outs; they | 
are quickly renewed by the removal of a cap 



















| along the past week, how much busi- 
ness he has done and where he ex- 
| pected to land a big order, and other 
gossip of interest to competitors on 
the territory. It often takes a new 
| salesman on a territory to stir up un- 
| discovered business in the beaten 
and washer. | a oe 
| paths, and his tips are of great value 

| to his competitor’s salesmen. 
| A successful salesman does not need 
| to announce his success. His com- 
| petitors do this for him in most cases. 


The Chase - Shawmut Co. | The average buyer knows the success- 


| ful salesman on a territory by com- 
Newburyport, Mass. mon gossip. 


Fully approved by 
Underwriters’ Laboratories. | 





DISTRICT REPRESENTATIVES. 





Wm. S. Brown Electric Co., 3 West 29th St., 
New York, N. Y. 

E. M. Scribner, 549 West Washington Street, 
Chicago, Ill. 

Engineering Equipment Co., 112 South 16th St., 
Philadelphia, Pa. 

H. C. Moran, Keystone Bldg., Pittsburgh, Pa. 

H. B. Squires Co., 583 Howard St., San Fran- 
cisco, Calif. 

H. B. Squires Co., 552 First Ave., South, Seattle, | 





Wash, 
- ia 
Northern Electric Compary 
LWMITED 

Montreal Vancouver 
Regina Ottawa London 
Halifax Edmonton Victoria 
Calgary Toronto Winnipeg 

















Pictures appear in THe Jopser’s SALEs- 
MAN regularly of present day jobbers’ 


salesmen. We now present an old-timer— 

win tnecce an ex-jobber’s salesman who has passed 

on to the central station branch of the 

HAWMUT industry. Fellows, this is A. C. (Art) 
S FUSE BASES Church, sales manager for the Progress 
Power Co. at Salt Lake City, Utah. Art 

GROUND CLAMPS looks like a busy man with telephone, 

BOSTON CABLE CLIPS dictaphone and everything, but if he’s any 


busier than the guy who writes this stuff 
| under his picture he’s got to go some. 
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Precision . 
— helped by Right Lightiny 


Help Yourself by Helping Him 


Right lighting has become as much a part of accurate, swift 
production as tools, system or machinery. Right lighting is also 
important to good working conditions. 

Because manufacturers realize this, lighting is opening a 
fertile sales field in which is your opportunity. Really sell 
right lighting by pointing out benefits—its actual aid in cutting 
production costs. 

For years the NATIONAL LAMP WORKS has studied light- 
ing and its application to various industries. Today the Sales 
Division that supplies you lamps can draw on the wide sales 
and engineering experience of that vast organization. 
























NATIONAL 
MAZDA 


Don’t let this opportunity go by unused. Ask your house to 
give you complete information on the sale of right lighting. 
Acquaint yourself with the opportunities in this field and turn 
orders for lamps into sales for entire lighting equipment. That is 
one way to a bigger job! National Lamp Works of General 
Electric Co., 160 Nela Park, Cleveland, Ohio. 





THE WAY TO 
BETTER LIGHT 





The Blue 
Convenience Each of these labels represents a Sales Division equipped to give a complete lighting service 


, NATIONAL LAMP WORKS 
on wire Carton 
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- Most buyers dislike having the news 
spread broadcast, of the fact that they 
have placed business with a particu- 
bd lar salesman. A buyer may have 

The Pomeroy Electric reasons to keep this information from 
some salesman who would demand ex- 

planations for having lost the busi- 


ness. The buyer likes to be the 
announcer of his business and will in- 
variably respect the discreet salesman 
who calls on him. 
. . Salesmen are possibly as indiscreet 
1S the Sure Means for Starting in discussing their earnings, bonuses, 
“P. M.’s,” ete., with buyers, as they 
Your Motor on the Coldest Days are their other Aenean, A pe Baad | 
may earn more money than the buyer 
himself, but the latter would not ap- 
preciate being appraised of the fact. 
The information of this nature, in the 
hands of competitive salesmen, will in 
many cases filter back to the employer 
of the indiscreet salesman and work | 
to his disadvantage in earnings, and 
advancement. 
A survey of the successful salesmen 
you know, will confirm the fact that 
they seldom if ever discuss prospec- 
tive business, business secured, sal- 
aries, volume of business, or anything 
about their own or the firm’s business. 
They have doubtless suffered the con- 
i | sequences of indiscreet conversation 
some time in their career. 
Salesmen often wonder at the re- 
luctance of their firm, in giving out 


Cc 
| - L . ” 
$ : figures to the salesmen regarding vol- 
re oF pit Aas 3. , ume of business, profits, or costs on 
[ae APN Aho merchandise and other confidential 
U.S. Pats. Allowed and Applied For in All Countries. information. The experienced sales’ 
manager knows that this information 











j 








very quickly gets to competitors and 
: persons having no reason te get the 


Let Us Help Y ou information, when placed in the hands 


ot talkative salesmen. 

Save Your Battery Why not spend our time telling the 
buyer how best to use or sell our goods 
successfully, and let our competitors 
tell the world at large of our success. 
If we are successful our associates 


Price $5.00 know it; if we are unsuccessful we 


want it kept secret. One motto con- 





tributing to success: “A wise sales- 
man keepeth his own counsel.” 








Manufactured by 
Electric Steel Production 


B. H. POMEROY ELECTRICAL WORKS A time saving of 25 to 50 per cent 
7 in the production of electric steel is 
118 Ridgeway Ave. said to have been accomplished by a 
Rochester, N. Y. recently developed method of blowing 
air into the solid charge of steel in 

the furnace. This corresponds to a 
reduction in energy consumption of 
between 150 and 250 kw-hrs. N 
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HOR Washers 
I and Ironers on 
their floors and 
in their windows—this 
is the advertisement 
which builds your cus- 
tomers’ business; this 
tells their trade that 
they are selling the 
most satisfactory and 
dependable Washer 
and [roner, the repu- 
tation well earned bv 
Thor appliances. The 
advertisement which 
brings you larger or- 
ders 


Larger Profits for 
Your Dealers 


\nd now Thor Dealers have two 
wonderful new machines’ with 
which to build a larger and _ still 
more profitable business. 


The new Thor-32 Washer will 
place their Washer business beyond 
all competition. The Hurley Ma- 
chine Company, the leader in the 
industry, has done its utmost to 
inake this Washer the best—on¢ 
that will attract customers and sell 
juickly. It will have a tremendous 
influence on the appliance oppor- 
tunity in every community 





The new Thor Automatic Elec- 
tric Ironer will delight your deal- 
ers’ prospects and sell as easily as 
the Washer. An automatic shoe 
(no hand or foot levers), a collar 
and cuff attachment, direct shaft 
drive (no belts), self-aligning shoe, 
two-speed roll, and very light 
weight—these are the features your 
dealers have been needing to boost 
their Ironer business. 


Our new sales plan|means bigger 
sales for every Thor; Dealer. 


The 100 per cent /roner 
. When Better Machines are made, Hurley will make them 


HURLEY MACHINE COMPANY 


New York CHICAGO Toronto 
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Mr. “i 


Have you ever considered from a selling stand- 
point, the exceptional features of FARIES’ VERDE- 
LITE and adjustable lines of electric portable lamps 
and brackets? 

They hold an instant appeal for the retail pur- 
chaser and make of him a satisfied customer by ren- 
dering him every comfort and convenience that scien- 
tific illuminating effort can produce. 

All VERDELITE lamps are furnished with patent- 
ed, slotted back, interchangeable shades and are 
perfect in material, workmanship and detail. 

Wisdom prompts the careful buyer to 
FARIES stock. 


Are you getting your share of this business? 


FARIES MANUFACTURING CO. 
DECATUR, ILL., U.S. A. 


select 
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@, Rays from the Glolog 


GLOLOG by 
77 a” Wiz. Ufeedar hy 


A woman was overheard inquiring of some friends if they 
knew of an electric log that she could put in the fireplace of 
her country house. 

A man in the party—‘‘all-wise’’ about electricity—said there 
was such a thing, but added: ‘‘You don’t want that. It takes 
3000 watts. It would cost 40 cents an hour to run it.’’ 

‘‘That may be,’’ replied the woman, ‘‘but I wouldn’t burn 
it much. And there’s that yawning fireplace. I can’t burn 
wood in it. There’s no gas for a gas log. If this electric log 
would look well in the fireplace that alone would satisfy me. 
Then I could burn it on occasions when I really wanted to.”’ 


How many dealers, and even jobbers’ salesmen, argue just as 
the man did? They try to get the customer away from the 
heavier current consuming devices, and sell something else. 

If people want something that brings more comfort let them 
be the judges as to whether or not they can afford it. Empha- 
sont that idea whenever you talk to people who sell to the 
pubhe. 


STRAIT & RICHARDS, Inc. Newark, N. J. 
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A Few Things I Have 
Observed 
By H. H. Morehouse 


amen gpicee is very much a 
matter of common sense. The 
personal equation is a big factor but 
all the personality in the world with- 
out common sense would hardly be 
personality. 
salesman has traits that 
dominate his methods. I believe that 
honesty and sincerity are the best 
business getters. You cannot separate 
them—they must go together. No one 
can be honest and not be sincere, nor 
can he be sincere and not be honest. 
However, there are degrees of hon- 
esty. By that I mean—of commission 
and of omission. There is such a 
thing as being honest with the house 
and not with the customer. To illus- 
trate this point—I was given an order 
for 1200 bolts of assorted styles and 
sizes and the prices quoted were satis- 
factory to the customer. But, I called 
his attention to the fact that a quan- 
tity of 1500 bolts would entitle him 
to a better discount, enough better so 
that the 1500 would not cost him a 
cent more than the 1200. Of course 
he increased his order to 1500, but it 
wasn’t until years after that I learned 
how much business those 300 bolts I 
gave him really got me. He is not in 
my territory now but I met him on the 
train not long ago and during the 
course of our conversation he men- 
tioned the above bolt incident and 
said: “You may not know it but that 
got you a lot of business. It happened 
the first or second time you called on 
me. You didn’t need to tell me I 
could get 1500 bolts at the same price, 
for the same money, that the 1200 
bolts cost, but, the fact that you did, 
gave me such confidence in you that 
I bought thousands of dollars worth 
of goods from you, after that, with- 
out securing a competing quotation, 
knowing that you were not only sell- 
ing to me but were realiy helping 
me to buy.” 


Every 


There is really more than one way 
of helping a customer. No house does 
business that doesn’t have complaints 
to adjust. Some of these complaints 


| are real and some imaginary. It has 


always been my policy to take the 
complaints of customers seriously and 
see that adjustment is made. I even 


go to the extreme of securing adjust- 
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DOUBLE SERVICE FROM A. SINGLE “SOCKET 











ML ANY thousands of appliances, floor 
and table lamps were given at 
29 Christmas. Those who received 
them have now had time to learn that they 
are incomplete because they lack con- 
venience in connection. 


TWIN-LITE Plugs change all this. 
They bring needed convenience. They 
make appliances and extra lights easy to 
use. An attractive window and counter 
display will show how easily they can 
use an appliance and light, two appliances 
or two lights from a single socket. 





Show your dealers how this fact means 


GEORGE RICHARDS 


Dept. 16, 557 West Monroe Street, 


George Richards & Co., 
344 E. 40th St., 
New York City. 





New England Agents, 
Pettingell-Andrews Co., 
Boston, Mass. 


Appliances and Lamps 
Given at Christmas 
Need Twin-Lite Plugs 
to Make Them Complete 


Mr. Salesman, here’s a chance to make a ten 
strike with your trade and aid you in increasing 
your sales. 
Then use the idea as your own. 


Please read. See if we are right. 


an immediate sale. Help him to arrange 
counter and window displays with cards 
calling attention to need of Twin-Lite 
Plugs to make appliances complete. 


See to it that the dealer has an adequate 
stock. Advise the dealer to get the display 
materials and other helps we furnish free. 
Since Twin-Lite Plugs almost sell them- 
selves when well displayed, the merchant 
is sure to appreciate your suggestion if you 
help in carrying out this plan. 


Don’t hesitate to write us for any infor- 
mation you would like about these plugs, 
window and counter trim, etc. 


& COMPANY 
Chicago, IIl. 


Pacific Coast Agent, 
Geo. A. Gray Company, 
589 Mission Street, 
San Francisco, 
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EME 
Electrical 


Year Book 


A Combined Electrical 
Encyclopedia, Trade 
Directory and Dictionary 








Embracing in a Sinzle Volume 


(1) An encyclopedia dealing 
with the history of electricity and 














(2) A complete trade directory 
giving a full list of all manufac- 
tured products, trade names, list of 
manufacturers and much other 
trade information. 


(3) A modern dictionary of all 
electrical terms, with special refer- 
ence to practical electrical engi- 
neering and construction. 


Orders accepted before publication 
at $7.50 per copy. (Regular price 
$10.00.) 


Send in your order now and save 


$2.50. 


Electrical Trade Publishing Co. 


1018 South Wabash Ave. CHICAGO 














the vital statistics of the industry. | 





ments that are not requested. A cus- 
tomer sometimes mentions a matter 
verbally to the salesman that he would 
not write about and that in mention- 
ing verbally he does not expect any 
action on. When he does get action 
he notices it much more than he 
would on one that he had demanded 
adjustment. It comes as an agreeable 
surprise, and the fact that it was un- 
solicited gives him the feeling that 
the salesman, who took the matter up, 
is looking after his (the customer’s ) 
interests as wel! as those of his 
house. 

On my first trip over the territory 
a central station manager, on whom | 
called, mentioned the delay in secur- 
ing from us a four-pole switch, stating 
that the switch had been sent from the 
factory, causing not only delay but 
additional express charges. Knowing 
this was due to an error on our part, 
that the four-pole switch could have 
been made up from our own stock of 
double-pole switches without sending 
out of the city, I secured credit for 








“T hope St. Peter allows jobbers’ sales- 
men in heaven, because if he doesn’t 
I’m sure going to have to sell the boss of 
the other joint a carload of G. E. fans,” 
says Charlie Ritter, manager of the supply 
department, Northwestern Electric Equip- 
ment Co., St. Paul, Minn. “They are the 
only things that keep me on my props in 
this weather.” (No, the seasons aren’t 
running backwards in St. Paul. This 
photo of Charlie was taken last summer 
and he hasn’t sent us a later one.) Char- 
lie is seen here trying to sell the staff 
photographer one of his wind generators. 
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A Problem in 
Self Interest 


HIS problem, in the successful salesman’s man- 

ual, reduces itself to very simple terms. The 
goods which move with the least effort naturally get 
preference. This is only wise conservation of time 
and energy. 


The Premier, “First Among Cleaners,” is therefore 
the easy favorite with Electric Appliance salesmen. 


Dealers like it because it is the easiest cleaner to 
sell. 


Also because the makers have a plan which 
finances their installment sales. 


And maintain a chain of Premier Service Stations 
to relieve them of adjustments, carrying spare parts 
and the minor repairs which every electrical appli- 
ance occasionally requires. 


Dealers know the value of standardized construc- 
tion and the efficient volume production which 
allows a price of over $16 below the cleaner market. 


They appreciate the selling force put behind their 
personal sales efforts. Every man and woman who 
is a Magazine reader—and this means the people in 
the market for labor-saving devices—know all about 
the Premier. We find new ways to tell them in the 
every-month-series of our forceful advertising cam- 
paign. 


Find out what the Premier proposition offers to 
every electrical dealer. Write us. 


ELECTRIC VACUUM CLEANER CO.,, Inc. 
Cleveland, Ohio 
50 Service Stations in Leading Cities 
Exclusive Canadian Distributors: 
Canadian General Electric Company, Limited 
Toronto, Ontario, and Branches 
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Another 
Step Forward 








ELECTRIC CLEANER 
First Among Cleaners 
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Perfection—not of product 
alone but of service by the 
plant behind the product is 
what the makers of Rome 
Wire have always aimed for. 
Prompt delivery, reasonable 
price, standardized product 
and lasting quality, the result 
of unexcelled workmanship 
by man and machine and the 
time-strengthened interest of 
the Rome organization to give 
the best in every way. 


High grade materials and 
the ingenious Rome-built ma- 
chines operated by workmen 
of great skill, gradually build 
up the reputation of Rome 
Wires. They gather quality 
in the making. 


The trade mark is a symbol 
of efficient electrical con- 
ductors. 


ROME WIRE CO. 


ROME, N. Y. 


DIAMOND BRANCH: 
BUFFALO, N. Y. 









him on the extra express he had paid, 
and a promise from the house that the 
delay would not occur again. Neither 
the credit nor the letter of apology 
were expected by the customer and 
| the impression made was most favor- 
| able, and he, who until that time was 
/ only an occasional customer of ours, 
| became an almost exclusive customer 
| of ours. 
Adjustments of this sort not only 


give the customer a good opinion of 


| the salesman but of the house as well, 
_and they link the salesman and his 
| house in a combination that is just 
‘twice as hard to beat as either one 


alone. 

To obtain maximum results it is 
necessary that the salesman work for 
and with his house. I always assure 
my trade that I get just as much 
credit for business they mail direct to 
my house as I do for business I write 
up myself. This naturally increases 
territory sales as your house will re- 
ceive many orders that otherwise 
would be held and given to the first 
salesman that came along. If he once 


| starts ordering from your house by 


mail he just naturally keeps on doing 


| so. The salesman who works only for 


his own personal benefit is making just 
as big a mistake as the house that 
allows him credit on his personal sales 
only—they both lose. I always let 
the customer know that I have noticed 
and appreciate the mail business he 
has sent in since my last trip. 

It is well to take notice of the man- 
agers’ assistants, whether they be 
linemen, wiremen, clerks or _ office 
boys. A cordial handshake often 
makes a booster for you and your line, 
and these same underlings sometimes 
become buyers. I know that when I 


| worked behind the counter I made a 


special effort to get a stock “want- 
list’” in to the buyer when the sales- 


man came along who always had a 


cordial greeting for me. 

There is nothing startling or origi- 
nal in the above. They are just the 
plain homely observations of a plug- 
ger who has had a fair success in 


| holding his trade. 





Jobbers Do Big Business 
It is estimated that the total busi- 
ness done by the electric supply job- 


| bing field in 1920 was between $400,- 
| 00.000 and $425,000,000 as against 
- $300,000,000 last year. 
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The Test of Porcelain Pull Sockets 


1—Make and Break the full load—and when called upon carry an excess load 
—with positive safety. 

2—Built rugged to stand the Constant Pull—and Exceptional Jerk on the 
chain. 


3—All Caps and Bases fit all Bodies—the Original Idea of Interchangeability. 

4—Take out the Chain and Bell Mouth with the fingers—it must be easy. 

5—Rotating Spider must make positive connection on both sides—and break 
it with a snap. 

6— Twin Spiral Ramps of Phosphor Bronze must not corrode. 


7—Additional Safety Insulator—extra precaution. 

8—Strength and Conductivity are essential—hence the Oroide Lamp Shell. 
9—Must be easy to wire—big screws and heavy plates. 

10—P & S Porcelain is the Highest Standard of Quality. 

11—Horse-shoe Reinforced Lamp Shell— it must be rigid. 
12—Spring Center Contact must make constant contact on the lamp to prevent 


arcing. 
More than this you do not need—Less than this you cannot accept. 
Backed by the Prestige of Thirty Years of Continuous Manufacture. 


Pass & SEYMOUR Inc. 


STANDARD 6 ELECTRIC 
WIRING DEVICES 


Savvay, N.Y. u.S.A. 
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What Salesmen Can Learn 
From Each Other 


By T. L. Townsend 


a | 
“The Best Dollar | Ever Spent ry a Sgr te Ar Le 


dent, National Electrical Supply Co., 

Washington, D. C. It was originally gent 
out as a letter to the salesmen of this com- 
pany. Through the courtesy of Mr. 
Townsend we are able to pass it along. 


TT 


says one subserrber lll MNN0NNIN 


N order to educate ourselves in our 
He knows , like several thou- particular lines of work, which 


sand other jobbers’ salesmen is one of the first things we should 
that he is going to realize on do, we must analyze our records. We 


| his investment a thousand must study ourselves. If half of the 
| fold | men that are trying to be successful 


would sit down and analyze their own 








| records just about half as hard as 


We want every jobber’s | they try to analyze the records of 
salesman to be a reader and a | others, they would be a great deal 
booster | more successful. 


It is an easy thing for a man to 
sit down and criticise someone else, 
to find a reason why he is successful, 
or why he is a failure, but it is hard 


If you are already a regular 
subscriber you can boost won- 





derfully by getting one of | to apply those same tactics to his own 
vour salesman friends to sion work or his own line of thought. You 
c probably have seen that done, and 
up. have had men to talk to you about it. 

Tell him about the valuable “4c aae - src gi 
hints and information he will | account of so-and-so and so-and-so. 


He has this, he has that, he has a ter- 

| ritory with this kind of an industry 
Zine. and that kind of an industry in it, 
_ and it is an easy job to handle. He 
can get to his prospects quicker, etc.” 
He thinks of everything but the 
right thing. 


get in every issue of the maga- 


Every man who is in the selling 
game wants to be a “hundred per- 


THE JOBBER’S rs SALESMAN | center”, but every man in the selling 


game does not do the thing, to start 





1 = with, that will make him a “hundred 
1018 South Wabash Avenue percenter,” unless he sits down and 
CHICAGO, ILLINOIS | studies himself. 


You probably have seen salesmen in 
different lines of business, particu- 
larly those businesses where their 
records are kept before all the organi- 
zation, and you will find among those 
records, one man who has a territory 
or a position in a store, or in the field, 
that is securing a certain result. 
Right next door to him is a man secur- 
ing twice the result, and a little way 
from him, is a man securing a great 
deal better result. If you should talk 
to him about the business, I will bet 
you anything that what he will start 
to tell you about is why he is not get- 
ting good results. He will have a rea- 
son why another fellow is getting 
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SUBSCRIPTION COUPON 


THE JOBBER’S SALESMAN, 
1018 South Wabash Avenue, 
CHICAGO, ILL. 


Please enter my subscription to THE JOBBER’S SALESMAN 
for one year. I will remit $1.00 upon receipt of bill. (Canadian 


Rate, $2.00.) 





Name. .«............. sepexies 4 Sea snitb teat 


Home Address ...............-.. 
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Name of Company............ 
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Type AF 

- ‘) All white glazed porcelain enamel 

| EY (7 reflector with band of shallow 
' 7? depth, finished in Leather Bronze. 

ey ‘7 Reflecting plane has wide reflect- 


, sy ing surface. <A beautiful type oj 

“fj ys pp fixture which admirably equips 

£ the ceiling. May be converted into 

Ba : P ‘ i : 
y single or 3-chain hanger by addi- 


tion of standard chain hanger. 


Here’s for a Bright, Prosperous New Year 


Ninetcen twenty-one promises to be a win- 
ning year for jobbers’ salesmen handling 
Brascolites. T'ar-in the lead now as the 
largest selling lighting fixture in the world 

nearly a million in use—Brascolite is 
prepared to keep on making gains every 
month of the year. Plans are complete 
for making 1921 another big advertising 
vear for Brascolite, featuring it as The 
Ideal Light for Every Purpose. 


Easy to Install—no soldering or taping 
of wires required. 


Easiest to clean—by releasing one spindle- 
hook, the bow] is suspended by remain- 
ing two, giving easy access to interior 
of bowl, lamp and reflector. 


Carries its own ceiling—bow] is therefore, 
independent of room ceiling in height. 
color or condition. 


Low maintenance cost—Beiter light 
fewer units—less current consumption. 


Least absorption of light rays from lamp 
—The glare of the clear Mazda lamp is 
reduced 97% with a total absorption of 
but 20%. 

80% efficiency all the time. 


Winner in innumerable tests. 


Made in wide variety of designs to har- 
monize with any period of architecture. 


See our exhibit at the Second Annual Fixture Market and Convention, Elmwood 
Music Hall, Buffalo, N. Y.; Week of February 13-20, 1921, 








LUMINOUS UNIT COMPANY, ST. LOUIS, U. S. A. 


Division of the St. Louis Brass Manufacturing Co. 


Atlanta Boston 


Denver Detroit Kansas City Los Angeles Minneapolis 


BRANCH OFFICES 


New Orleans New York 


Chicago Cincinnatt 


Philadelphia Pittsburgh Seattle 


Canadian Distributors—Northern Electric Co., Ltd., Montreal 
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Quality products stay “sold” 
and assure you repeat orders 
and satistied customers. 





[IT PAYS TO SELL THE BEST 





Have you our Catalog No. 33 and literature 
on our new line of 


Chectric Ca 


PENNSYLVANIA 


Stee! City 


PITTSBURGH 











SHERMAN “Harting 


BRASS AND COPPER TERMINALS 


Sherman Terminals are 
produced the Sherman way 
at lowest cost consistent 
with efficiency. They are 
made on modern ma- 
chinery to suit every pur- 
pose. The designs’ are 
carefully worked out in- 
suring a dependable qual- 
ity product. 





SHERMAN SOLDERING LUG 


(Approved) 
An established standard of design, improved 
quality and wide range of sizes make Sherman 
lugs the logical choice. The sizes run from 30 to 
1000 amperes. Sherman Lugs are approved by 
Underwriters. Big production means moderate 


prices 





U.S. Patent Reissue 14401 


THE SHERMAN CONNECTOR 


is an economical and 
efficient device, indis- 
pensable for proper fit- 
ting of lead wires on 
motors, dyniamos, 
transformers, genera- 
tors, etc. It is made of 
seamless copper, having 





over five times the conductivity of ordinary brass. 
The Sherman Set Screw Connector 


is made to accurate size. Each connector is plainly 
stamped with a number, an aid to neatness and effi- 
ciency in the stock room. The screws are heavily gal- 
vanized, hence rust-proof. The Sherman Connectors are 
packed in neatly labeled boxes. 


SHERMAN BATTERY CONNECTOR 


Copper Terminals Extra Flexible 
Wire. May be had in cartons of 
100 each or in display boxes as- 
sorted with Sherman Terminals. 








Full particulars on request. Sold by jobbers 
— Yon can’t go wrong with the “Sherman’”’ Products 


H. B. SHERMAN MFG. COMPANY. Battle Creek, Mich. 























more business than he is. The 
bank clearings will be larger in his 
territory, he has a better territory, 
and a thousand and one reasons other 
than the real one. 

Why is one man in one particular 
position, with the same company, or 
in the same line of endeavor, a suc- 
cess, and another man, in a similar 
position, a failure? Is it because of 
something in the business? Take our 
own business, for instance. Don’t 
all the men in this business have prac- 
tically the same line of goods to sell? 
The company does not hold anything 
back from the man. They give the 
salesmen a line of goods and every 
salesman has the same line of goods. 
That line of goods is no better in 
Baltimore than it is in Savannah. 
The buyers in Baltimore are not 
different from those anywhere else. 
You know you are talking to the same 
kind of people. You know we all 
speak the same language in this 
country, and the man who sells goods 
in Baltimore is doing business with 
the American people and the public 
just the same as the man in Savannah. 
Their ideas are the same, their mo- 


| tives are the same, their desires are 





the same, and the money that they 
use is just the same. A five-dollar 
bill does not look any different in 
Baltimore than it does in Savannah 
or San Francisco, and the goods are 
the same. So, why should there be 
any difference in the particular re- 
cords that the man in Baltimore and 
the man in Savannah make? 

Lets get back to the man. Is it 
because the man who does those things 
is not “playing the game squarely” 
with himself? He isn’t educating 
himself, and I will tell you, above 
everything else, self-education is based 
more on “playing the game fairly” 
with ourselves, and studying ourselves, 
than it is practicing anything else 
that we have to study. 





Rowland on the Road 
Lester R. Rowland, formerly stock 
supervisor with Domestic Electrical 
Supply Co. of New York City, is now 
traveling New York State in the in- 
terests of the same concern. 





Westphal With Domestic 

H. J. (Chic.) Westphal is now sell- 
ing throughout the New England 
states for the Domestic Electrical 
Supply Co. of New York City. 
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—~WIREMOLD 
\ FLAT PIPE 


“—~ —For— 
SURFACE WIRING 


YOU SIMPLY PUSH 


* * * 


WIRE INTO WIREMOLD 


* * * 


FOR ITS BASE AND 


* * * 


CAPPING ARE ROLLED 


* * * 


TOGETHER TO STAY 


* * * 


AND TO MAKE A FLAT PIPE 


* * * 


THAT GOES UP IN ONE PIECE 


ae Eros 


RATHER THAN IN TWO PIECES 


* * * 


LIKE OLD FASHION MOLDINGS 








Write to-day for your copy of the Wiremold Catalogue 


AMERICAN WiremoLD Company 


HARTFORDO.CONN. 
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Big Profits! 





Hoeven cee nena 


Here, you live-wire salesmen, 
is a chance to increase the 


profits of your house—and | 


Quick sales and 


your own. 


Big Profits result if you will | 


get behind 
Gale’s Commutator Compound 





GALES % 
COMMUTATOR COMPOUND. : fs 


WNDRECTIONS FOR Us ER 





Thousands of your customers 
use compound. Why not sell 
them the best? Why don't 
you make the profit that some 
one is going to pick up? 


Gale’s Commutator Com- 


pound is not only the oldest, | 
but it is pronounced the best | 


It has been 


on the market. 


used all over the world for | 


more than 30 years. It’s the 
easiest thing to sell—the eas- 


iest and quickest money 
maker. If you are one of the 
few not acquainted’ with | 


Gale’s, let’s send you free 
samples and the selling dope. 


K. McLENNAN & CO. 


Sole Manufacturers 


1751 W. 35th St. : 





QUICK SALES 


io 


iM 


“mi 
ul 


Chicago | 


Why I Hire and Fire Men 
(Continued from page 9) 
greater handicap to a man’s success 
than most anything I know of. Noth- 
ing in fact will take the “pep” out ot 
a man so quickly. But if the man’s 
wife is a real helpmate, if she has only 
his best interests at heart, it will crop 
out in spite of himself. 
I'll hire ten times quicker than any 

other kind. 

I consider the physical condition of 
the applicant very important. When 
from observation he meets our stand- 
ard we insist on his taking a physical 
examination by the company doctor 
and if the results of such examination 
are unsatisfactory, the applicant is 
not employed. 


Such a man 


Once a salesman is engaged we try 
to impress him with the organization 
itself by having him meet the other 
employees. Then in a trip about the 
stock rooms to impress him with the 
orderliness with the stock is 
kept. I find that nothing is so good 
for a new man as to have a mental 


which 


image at all times of the appearance 
of his stock rooms when he is trying 
to impress a customer. He uncon- 
sciously will fight harder for business 
when he knows that his house thinks 
enough of merchandise to keep it in 
a good condition and of easy access. 
It is one of the things on which we 
pride ourselves—the condition of our 
warehouse stock—and we certainly 
want our salesmen to appreciate it. 

After the salesman is acquainted 
with the organization he is called upon 
to spend anywhere from two to six 
weeks and possibly longer, depending 
upon his former training, working in 
different departments, after that he 
is placed in charge of several special- 
ists who put him through a special 
course of education in various phases 
of work he may have to perform. 
After this course of training, the 
salesman is assigned to some definite 
position. 

Now I appreciate that a man’s job 
when it is unrelieved by new ideas, 
grows rather monotonous, so in order 
to keep our salesmen on their toes, we 
try to give them new information so 
that they, too, may have something 
new to take up with their customers 
every trip. Sometimes this is a new 
line of merchandise, sometimes a new 
idea in merchandising, or some new 
advertising plan. 

We, like to have our salesmen sell 
service, believing “He profits most 
who serves best.” 





NAILTT- 
KNOB 


Trade Mark Registered 








The Original and Best Yet 


Nailit-Knobs are :-— 
Correctly Designed 
Ruggedly Constructed 
Carefully Selected 
Properly Pressed 
and 
The Porcelain is Hard 

and Tough 


No. 1 Nailit-Knobs 
Move Fast 


Get Behind Them 
and Push 





Patented Feb. 3, 1920 


J. H. Parker & Son, Inc. 
Parkersburg, W. Va. 
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Ask The Man 


who sells Packard Motor Cars in this beautiful show 
room of the Packard Motor Car Company, at Kala- 
mazoo, Michigan, how he likes the four 590-Watt orna- 
mental Denzars, illustrated in this picture. His an- 
swer will be a more convincing advertisement than 
any we could write. 


The hand decorated bowls and bronze tassels lend 
a decorative touch to the quiet dignity of the archi- 
tectural surroundings, while the evenly distributed. 
glareless light of the DENZAR sets off the motor cars 
to the best advantage. 


Incidentally, here’s a tip for you and your dealer 
customers. Automobile show rooms are mighty good 
prospects for Denzars. What the Columbia Electric 
Company of Kalamazoo did in this case can be dupli- 


cated by electrical contractors in all parts of the 
country. 


Beardslee Chandelier Mfg. Co. 


218 South Jefferson Street 
CHICAGO 
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Early Bird 


catches the worm and 
the jobber’s salesman 
who is on the job early 
will catch the orders, 
the profits and the fat 
bonus checks. 


Within the next two 
months the majority of 
the orders for next 


summer's stocks of 
fans will be placed by 
contractor-dealers. 


The number and size 
of the orders for 


Peerless 
Fans 


will be in proportion to 
your efforts. 


Peerless Fans in 1921 will 
maintain their excellent 
quality and high prestige 
established through years 
of crucial tests under 
which they have always 
been able to pull through 
with flying colors. 


Don’t forget the war is 
over, boys—you ve got to 
work hard in 1921. Get 
out and hustle at once for 
Peerless Fan orders. 


The Peerless Electric Co. 


Warren, Ohio 









H. F. Thomas 


(Continued from page 21) 


General Electric Co. where he was 
made treasurer of that subsidiary. 
But his experiences in the jobbing 
houses had inculeated in him a desire 
to enter that branch of endeavor so in 
1916, when F. B. Thompson, at that 
time president of the Northwestern 
Electric Equipment Co., retired 
through illness, he was elected presi- 
dent of that organization, one of the 
biggest of the many General Electric 
Co. distributing houses in the country. 

In acquiring H. F. Thomas, the 
Northwestern Electric Equipment Co. 
indeed had a stroke of good fortune 
for he has built up the company to 
splendid proportions. It has been 
said that surrounding oneself with 
competent officials is the basis and 
secret of every big man’s success. 
This Harry Thomas has done by seg- 
regating the various departments and 
causing them to function individually, 
each under a capable manager so that 
his company has come to be known as 
the largest distributors of many elec- 
trical products in the Northwest. 

The Northwestern Electric Equip- 
ment Co., being a member of the Elec- 
trical Supply Jobbers’ Association, 
Mr. Thomas takes an active part in 
the doings of this organization. It is 
not difficult to perceive that Mr. 
Thomas’ authority on auditing and 
cost accounting is generally recog- 
nized among the jobbers as being of 
the highest order for he is at present 
chairman of the association’s commit- 
tee on these matters. 


At the recent jobbers’ convention in 
Cleveland he presented figures on the 
cost of marketing 12 electrical job- 
bing products which he and his com- 
mittee had compiled after devoting six 
months to the careful study of the 
subject. It is evident that his co-ordi- 
nates took full cognizance of his work 
for they appropriated $10,000 that he 
might continue his task so well begun. 

Mr. Thomas is also active in other 
work outside of the electrical sphere. 
His house is a member of the St. Paul 
Commercial Association and he him- 
self represents the electrical interests 
of St. Paul in the local Rotary Club. 
He is also a member of the Minnesota 
Club, St. Paul Athletic Club, Town 
and Country Club and the White Bear 


Yacht Club. 


Some people seem to think that a 


man cannot be an active club member ~ 
and a good family man but Mr. 
Thomas has proved that he can. H. 
F. Thomas is very fond of his little 
family. Politics must have laid a 
kindly and bountiful hand on_ his 
shoulder for in 1902 he was married 
to Miss Aimee Julian of New York 
City. He now has a lovely girl of 16 
and a husky heir of nine. 

In order to give said husky heir a 
chance to develop into another good 
tough football guard, Mr. Thomas has 
purchased an ideally situated little 
country home on the end of a pictur- 
esque little strip of land that juts out 
into the middle of White Bear lake, 
one of the 10,000 beautiful similar 
aqueous bodies in Minnesota. Here in 
the summer time Mr. Thomas’ favor- 
ite sport is to arise with the sun and 
take a cool dip in the lake, followed 
by a little fishing trip or a yacht race. 

Among his favorite indoor sports is 
bridge, at which he and Frank M. 
Bernardin of the B-R Electric Co. 
vie for first honors among the job- 
bers; while among his outdoor sports, 
the homely old barnyard game of 
pitching horseshoes is no pastime to 
be sneezed at. 

Each year Mr. Thomas foots the 
bill of his employees’ picnic and last 
year he sponsored one of the biggest 
outings held by members of the job- 
bing fraternity. At this picnic he 
displayed his democratic, big-hearted 
nature by being the biggest boy in the 
crowd. There was nobody there who 
was a better sport than he. He 
pitched horseshoes—and was a good 
loser; he ran a race, and—though he 
almost won—was an equally good 
loser. But when. it came to winning 
the favor and admiring acclaim of his 
400 or more employees, he rang the 
bell and hit it hard. 

If you would know a big man 
physically, mentally and commercially 
know Harry F. Thomas, a builder of 
the great Northwest and a potent, in- 
fluential, respected and well-liked fac- 
tor in the electrical fraternity. 





Did you ever notice that the fellow 
who is always in a hurry is usually 
late? 





Bet on the talker for the first heat, 
but put your money on the doer for the 
race. 











January, 1921 


THE soBBER’S fA) SALESMAN 93 














7 
~ KILOWATT HOURS’ xy 


4 636.8"). ' 
. pis ia 7% 5 4 
5) . 








DUNCAN MODEL M2 
A. C. WATTHOUR METER 


Potential loss, 1.0 watt. 

Total series loss, 0.29 watt. 

Weight of moving element, 10.0 grams. 

Torque or turning power, 42.0 millimetergrams. 

Ratio of torque to weight, 4.2 to | (highest known). 
Runs continuously on '/7 of 1% of full load. 

Varies less than | % for power factor of 50%. 

Accurate to within 4% of 1% from 5% to 150% load. 
Varies less than !/ of | for 10% change of voltage. 
Varies less than 17 of 1% for 10% change of frequency. 


Duncan Electric Mfg. Co. 


La Fayette, Indiana 
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Northwind Fans 








New Bulletins, 
prices and adver- 
tising matter on 
Emerson and North- 
wind fans are now 
ready. Write us for 
them if you have 
not received full 
data from your 
house. 


The quality of the 
fans has been main— 
tained in every re- 
spect——improved 
where possible. 
Dealers Sales Helps 
are more varied and 
attractive. 


With a bigger 
factory, we are 
planning to produce 
enough fans for all 
our customers. Ser— 
vice as well as 
quality will be at 
the maximum this 
year. 


THE EMERSON 
ELECTRIC MFG. CO. 


St. Louis New York 





How to Arrive at Selling Price 

Here’s a little help to pass on to 
the dealer and use yourself when 
“handing out a little educational 
talk.” Simply cut out the schedule 
shown below, which was compiled by 
the Electrical Contractor-Dealer, and 
paste it on a card; then when the 
dealer wants a certain percentage of 
profit, it can be found in the second 
column. Add to the cost of the article 
the percentage shown opposite in the 
first column and there you are. 


Add to Cost. Selling Profit. 


814 percent. 7 percent. 
10 ___—spercent. 9 percent. 
1214 percent. 1114 percent. 
15 __—sipercent. 13 percent. 
16 _— percent. 1414 percent. 
171% percent. 15 percent. 
20 __— percent. 167 percent. 
25 percent. 20 —spercent. 
30 ~—s percent. 23  ~—spercent. 
331% percent. 25 percent. 
35s percent. 26 ~—s percent. 
371% percent. 2714 percent. 
40 percent. 281% percent. 
45 percent. 31 percent 
50 percent. 3314 percent. 
55 percent. 351% percent. 
60 _ percent. 371% percent. 
65 _ percent. 39% percent. 
6624 percent. 40 percent. 
70 ~—s percent. 41 percent. 
75 percent. 421% percent. 
80 _— percent. 4414 percent. 
85 percent. 46 percent. 
90 _ percent. 471% percent. 
100 ___—ipercent. 50 —s percent. 





Publishes Timely Book 

A very tastefully and artistically 
designed booklet entitled “The Mod- 
ern Home’”’ is being published by the 
commercial section of the National 
Electric Light Association and being 
offered to the trade at attractive 
prices. With so much building con- 
templated and in progress, this is the 
time, says the association, to appeal 
not only to architects, builders and 
prospective owners, but also to those 
who are altering their homes to in- 
stall complete electrical wiring and 
outlets for lighting and appliances. 
The booklet treats on every room of 
the home separately, gives a sugges- 
tive wiring plan for each and ad- 
vances a few hints regarding the use 
of electricity and cost of operation 
of appliances. 








Gratitude 


E are glad of 

the opportu- 
nity THE JOBBER’S 
SALESMAN Offers us to 
express our deep ap- 
preciation of the sup- 
port and co-opera- 
tion received from 
our friends, the job- 
bers’ salesmen. 





In helping us ‘place 
Sunlight Carbon 
Lamps and Fractional 
Horse Power Motors 
“on the map” you 
probably did not fully 
realize what your co- 
operation meant to the 
success of our company. 
We want you to know 
that we thoroughly ap- 
preciate your efforts in 
our behalf. 


We hope we will merit 
your continued good- 
will and support and in 
return you can depend 
on 100 per cent service 
from us—the kind of 
service that will help 
you to increase your list 


of satisfied customers 
and your profits. 


Carbon Incandescent Lamps 
Fractional Horse Power Motors 


The Sunlight 
Electrical Mfg. Co. 


Warren, Ohio 





January, 1921 
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THE PERFECT LAMP 


A Thousand and One Places 
Where Only Carbon Lamps Are Used 


In factories, coal mines, mills, machine shops, ga- 
rages—on railroads. Here, and in a thousand and 
one other places where lamps are subject to heavy 
vibration or rough usage, there is a steady volume 
of profitable business on 


eee 
or as 





New and Renewed 


CARBON LAMPS 


Get your share of this easily obtained, good profit 
business. 


Nalco Carbon Lamps are the highest quality ob- 
tainable. This is guaranteed. \Q 

Jobbers and jobbers’ salesmen—cash in on ~~ 
Nalco as hundreds are doing all over the 
country. 


Write at once for samples, price list and full 
particulars. This is the season for big Nalco 
business. Get your share—now! 


a 
a, 
ete 
SPS 
_ 
’ —_£ 
-_ 


NORTH AMERICAN ELECTRIC LAMP CO. 


ST. LOUIS 
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MANUFACTURERS 


NEWS 




















































Tuomas & Betts Co., on Jan, Ist. 
opened a new office in Philadelphia at 
1309 Arch street. Owen Monaghan 
will be resident salesman in Philadel- 
phia and in charge of the office. The 
company, having lately taken charge 
of the New England territory as sell- 
ing agents for the Central Tube Co., 
manufacturers of “Central’”’ white and 
“Central” black conduit, couplings 
and elbows, and also as selling agents 
for the American Wiremold Company, 
manufacturers of ““Wiremold’’ and fit- 
tings and ‘‘Wireduct,”’ has opened an 
office in Boston at 10 High street for 
the particular purpose of looking after 
the interests of the above mentioned 
companies. 


THe Arrow Evecrric Company, of 
Hartford, Conn., further strengthened 
its organization January 1 by pro- 
moting Harvey C. Pond from assistant 
sales manager to sales manager. A 
few weeks before that time the serv- 
ices of Kent J. Owens were secured, 
who has been placed in charge of 
advertising and who will also carry 
on some special work in the depart- 
ment of Mr. Ten Eyck, chief account- 
ant. Mr. Owens was formerly chief 
auditor for the Riordon Co., Ltd., of 
Montreal. 

Tur RemMert MANvracturinG 
Co., of St. Louis, with a capitalization 
of $300,000, has just been consolida- 
ted with the Hugro Manufacturing 
Company of Warsaw, Ind., one of the 
largest vacuum cleaner manufacturers 
in the United States, with a capital 
stock of $1,500,000. The factory in 
St. Louis will remain there and will 
be conducted on a much larger scale 
than in the past. Plans are now un 
der way to increase the capital stock of 
the company in order that a new line 
of electrical household appliances, to 
be known as the “Airplane Line,” may 
be added to its products. In addition 
to vacuum machines, the Hugro Manu- 
facturing Company will make electric 


ironing and dish-washing machines. 
W. L. Groth, who is now president of 
the Hugro Manufacturing Company, 
will occupy the same office in the con- 
solidation. William Remmert, presi- 
dent of the Remmert Manufacturing 
Company, will become vice-president 
of the Hugro Manufacturing Company 
and also a member of the Board of 
Directors. Mr. Remmert, who has 
had charge of both wholesale and re- 
tail stores handling electrical appli- 
ances in various large cities, is well 
known in the electrical field through- 
out the country. The following offi- 
cers and directors were elected: W. L. 
Groth, of Warsaw, Ind., president and 
director; William Remmert, of St. 
Louis, vice-president and_ director; 
Dwight Harrison, of Columbus, Ohio, 
secretary and director, and J. B. Tur- 
pin, of St. Louis, director. 


Luminous Unir Co. Division of 
the St. Louis Brass Mfg. Co., St. 
Louis, Mo., is distributing among the 
trade its new Catalog No. 8. The 
book is somewhat similar to that pub- 
lished in former years but is buff col- 
ored, producing, with an illustration 
of an elaborately designed Brascolite 
on the cover, a very attractive appear- 
ance. Many of the illustrations are 
also done in colors. The company’s 
line of Brascolites, Aglites, Industro- 
lites, parchment shades, switch plates, 
fixture accessories, ete., are all in- 
cluded in the composition. 


Roya. Breezes, a dealer’s house 
organ published by The P. A. Geier 
Company, Cleveland, contains an in- 
teresting item in the December issue 
on the subject of selling electric 
cleaner attachments. The author 
points out that the offer of attach- 
ments is too frequently an after- 
thought on the part of the salesman 
and that more successful results will 
follow if the cleaner and attachments 
are presented to the housewife as a 
complete cleaning service rather than 
as a machine with accessories. 





a ie 





Tue Curter-HamMer Mere. Co., 
of Milwaukee, after endeavoring for 
some time to locate suitable office 
space in St. Louis, has finally secured 
offices in the Railway Exchange 
building, Suite No. 2111. This office 
is a branch of the Chicago district of- 
tice and its need has been evident for 
some time because of the increasing 
amount of business in the St. Louis 
territory, the company says. Harold 
Phillips, tormerly of the engineering 
department of Chicago and later office 
manager of the Chicago office, will be 
in charge of the new St. Louis branch. 


Asax Exvecrricat Speciarty Co., 
1011 Market street, St. Louis, an- 
nounces its ability to make prompt 
shipment. Jas. S. Cummings, presi- 
dent of the company makes the fol- 
lowing statement: “Difficulty has been 
experienced in our former method of 
molding directly on to the frames. In 
these new types this difficulty is elim- 
inated by using separate husks molded 
of high heat resisting compound. 
Molds for both of these items are now 
under construction and production will 
begin the latter part of February. Our 
friends whom we have had to disap- 
point in the past may rest assured 
they can secure good deliveries on all 
their demands from March Ist and 
thereafter, and that orders now on 
file will be filled with the new goods 
before that date.” 


ANversoN Exvectric & EquipMENT 
Co., 154 Whiting street, Chicago, has 
printed, for circulation among the 
electrical trade, several interesting 
pamphlets and a catalog, describing 
its line of Reelites, Adapt-a-Lites and 
other forms of electric extension reel 
appliances. The Reelite, a drop cord 
appliance for industrial, garage and 
other uses, is especially featured. The 
Reelite consists of a black-enameled 


extension reel, containing 12 feet of 





approved portable cord on the end of 
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New Electrical Products Illustrated 

















“Violetta De Luxe” is the latest addition to the Bleadon-Dun Company’s line of 
“Violetta” violet-ray machines. It is elaborate in appearance, being made with a 





“Glolog,” as illustrated above, is 
an electric fireplace heater being 
manufactured by Strait & Rich- 
ards, Inc.. Newark, N. J. Its 
practicability, ruggedness, neat 
appearance, comfort and _ cleanli- 
ness are its principal features as 
advanced by the maker. 





marble top and furnished in either mahogany or ivory boxes. 














Pullite canopy switch, manufac- 
tured by the Duplex Lighting Works, 





The new ABC ironer, driven direct 6 West 48th street, New York City, 
from washing machine, as above, is is a new accessory to that company’s 
claimed by the manufacturer, Altorfer lighting unit, Duplexalite. It is made] 
Bros. Co., Peoria, Ill., to be the first in antique gilt finish metal and is \ 
complete home laundry unit that has furnished as a part of the Duplexa 
ever been placed on the market. lite when so requested, or may be 


obtained separately packed in a box 
complete with canopy lining and 





crews. 

















Ajax plural socket plug, above, 
is being produced by the Ajax 
Electrical Specialty Co., St. Louis, 
Mo. This plug, the maker says, is 
the only device of this character 
on the market in one piece that 
allows the lamp to remain in the 
position it is intended. It allows 
the use of ordinary shade holders 
and places the side socket at a 
15-degree angle, making it conve- 
nient for the appliance connection 
to not interfere with the shade 
holder or shade on the lower socket 
and leaving the assembly of pleas- 
ing appearance. 

















The above six-inch rheostat for 
charging small batteries on gasoline 
cars from 82-volt farm lighting plants 
has been developed by The Cutler- 
Hammer Mfg. Co., Milwaukee, Wisc. 





For the control and protection of 
small outdoor distributing transformer 
installations which supply energy to 








Where the general public has 
access to such lighting fixtures as 
are controlled by rotary surface 
snap switches used frequently in 
apartment houses and _ industrial 
installations, the handles are often 
misappropriated or lost. To over- 
come this disadvantage and inter- 
ference to the proper functioning 
of such switches, the Bryant Elec- 
tric Co. of Bridgeport, Conn., has 
produced the security ratchet-lock 
snap switch handle here shown. 





farm extension lines and the like, the 
Westinghouse Electric & Manufacturing 
Company has placed upon the market 
the type FL switch, which consists of a 
combined fuse, lighting arrester and 
disconnecting switch. The equipment 
may be mounted near the top of a line In order to obviate the necessity 
pole so that it is operated from the of superfluous handling of Mazda 
ground by means of an operating handle. lamps and in order to make the 














socket do double work without re- 
moving the lamp or placing it at 
an angle, Schweitzer & Herz, 231 
North Wells street, Chicago, has 
brought out the double base lamp 
at the left. It can be furnished in 
any style and capacity. 
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We are first, last 
and all the time 


A Bargain House 





Our Specialty: 


New and 
Second-Hand 
Electrical 
Machinery 


We Buy—Sell— 
Rent—Exchange 


and Repair 


Our second hand machines are 
overhauled “equal to new.” The 
demand for these exceeds the 
supply—they sell as fast as we 
get them. 


Send for our “Monthly Bargain 
Sheet” showing complete stock 
with net prices. 


You can save many a situation 
by offering your customers some 
of our second hand machines 
“overhauled as good as new.” 


Don’t imagine that busi- 
ness is dull everywhere. 
We are doing business 
every day and lots of it. 


—There’s 


a 
reason 





AE ORY: 


ELECTRIC 


16TH AND LINCOLN ST 
CHICAGO, ILLINOIS 











which is a regular key socket to which 
a reflector may be applied if so de- 
sired. This is only one type of Ree- 
lite as it can be put to a large variety 
of uses. The catalog besides fully des- 
cribing the Anderson company’s com- 
plete line shows a view of the 
company’s new plant. 


Nationa X-Ray Rervector Co., 
Chicago, has sold an installation of 
X-Ray indirect lighting for the Field 
Museum of Natural History. This 
building is a gift to the City of Chi- 
cago by the Field Estate and takes 
the place of the 1893 World’s Fair 
building in Jackson Park which for- 
merly housed the enormous art collec- 
tion. The lighting installation com- 
prises 396 indirect fixtures. The low 
wattage of seven-tenths watt per 
square foot provides excellent illumin- 
ation as the walls and ceilings are 
white and carry little decoration. 


P. S. Kuees, formerly with the 
Pierce Fuse Corporation of Buffalo, 
is now connected with the Tubular 
Woven Fabric Co., Pawtucket, R. I. 
Mr. Klees’ headquarters are at 52 
Vanderbilt avenue, New York City. 


Tue BearpsLee CHANDELIER MFa. 
Co., of 216 South Jefferson street, 
Chicago, has prepared especially for 
jobber and dealer use, an attractive 
two-color 11 in. x 14 in. broadside, 
which emphasizes the desirable fea- 
tures of the Denzar as a lighting unit 
for banks, dry goods stores, schools, 
offices and automobile show rooms. 
The variety of types and sizes of 
Denzars, the manufacturer says, 
makes them appropriate for interior 
lighting in any commercial institution 
or school. They are fitted with plain, 
crnamental or hand-colored bowls and 
with simple or ornamental canopies, 
chains and holders. The installation 
views shown in the broadside are 
typical of hundreds of other Denzar 
installations, and indicate where Den- 
zar sales are most easily made. Space 
is provided on the broadside for both 
the dealer's or jobber’s imprint and 
return address. 


Tue P. A. Gerer Co., of Cleveland, 
manufacturers of Royal electric clean- 
ers, vibrators and other appliances, is 
striking a new note in its advertising. 
In a number of non-electrical trade 
papers this company is publishing, 





MAYHEW LINK-KEY 





locks and unlocks any size fix- 
ture link and may be used as a 
socket wrench by expanding the 
nose against fibre socket cap in- 
sulator. 


Get a free demonstrating sample. 


MAYHEW TOOL CO. 


WILLIAMSTOWN, MASS. 











WIGGINS Peerless Patent 
Book Form Cards 
assure you of proper card representation. Many 
of America’s largest card users use Wiggins cards 
exclusively because they realize that the proper 

card serves the dual purpose of 
announcing their salesmen while 
adding prestige to the house. 
Ask for tab of speci- 
mens and _ observe 
their smooth edges 
and excellence of en- 
graving. 







Our 
Neat 
Cards 


in Case 


The John B. Wiggins Co. 


Established 1857 
Engravers Plate Makers Die Embossers 
1108 South Wabash Avenue 
705 Peoples Gas Building CHICAGO 























Hotel Radisson 


Minneapolis 
In the Heart of 
the Retail and 
Theatrical Dis- 
trict. 


450 Rooms at Moderate Rates 


4 Large Cafes 


The Largest and 
Most Complete 
Hotel in the 
Northwest. 


a 
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MATHIAS 


KLEIN 
& SONS 


ESTABLISHED 


CHICAGO 
1857 


Originators and Manufacturers 











Pliers, Splicing 
Clamps, Wire 
Grips, Climbers, 


Belts, Safety Straps, Belts, Safety 
>] 


Climber Straps, Tool 
Bags, Etc. Straps,Bags,etc. 


Immediate Delivery on 


ALL GENUINE KLEIN 
LEATHER GOODS 

are branded 

with the world-known 
KLEIN TRADEMARK 
and Catalog Number. 


A line built on quality that appeals 
to your trade without argument 
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PURCHASE 


CONSTRUCTION TOOLS 


NOW 


PAUL W. HERBST 


Street, Chicago, III. 




















Magnet Wire 


Magnet Wire 
Products 


Quality Service and 


Quantity Production 


The name 


during 1921, a series of ads “playing 
up” the abilities and service facilities 
of the electrical appliance jobber. In 


q this advertising the P. A. Geier Co. 
\ ° ° ° 
ij : is not disparaging the hardware or 
f We can meet your I 8) 8 hs : : pAN | A 
f requirements for any other non-electrical jobbing trades in nD 
kind ry construction cases where such jobbers maintain PATEN 
4 an ¢ maintenance 3 m R ° 
f a adeauate electric: Ds : . eaches the job 
j Tools for \meharel idequate electrical departments. The ° hej : 
construction work— ads point out, however, that electrical ready to insta 
i pce ee merchandise, whether purchased by Costs no 
| central stations, rall- M = i more 
roads. etc, electrical or non-electrical dealers, rere 
| fe i should come through a middleman i 
In addition we can k 8 — : ordinary 
furnish the right ff who has the equipment, ability, desire ena m- 
kind of tools at the and “know-how” to intelligently and » #2 d 
right price and give ee - conduit. 
I ; Pedy effectively co-operate with the trade 
| you prompt service. jf : “1 botl : Saves time for con- 
Glee. ae an ean te the fullest extent in both service tractors in installing: 
tunity to quote on and sales. The series was prepared saves time for you in 
. ee ane : . a) P24 : 
your customers re- & by Frank B. Rae, Jr., of Cleveland, cehks. ee 
quirements. i ; ‘ : (hread Protectors 
| and is a constructive effort toward eliminate reversing 


holding the jobbing of electrical ap- 


‘liances in the hands of the trade j 
Distributor of High 4 I : Pittsburgh Standard 
Grade Tools which can best handle them. sells easier, quicker, 
Dept. 4, 180 N. Dearborn better. 


EvLectric SERVICE Supplies Co., 
Philadelphia, has just published a cir. 
cular fully describing its line of Key- 
stone portable and stationary lamp 
guards. On the front cover of the 
circular, which is designated as Cir- 
cular No. 176, is a space allotted for 
the jobber’s imprint which is sup- 
plied with the leaflet if so desired. 
The Electric Service Supplies Co. 
will gladly furnish jobbers with these 
circulars in quantities. 


Rosert D. Maxwe.t, formerly 
connected with the Studebaker sales 
California 


both as branch manager and as dis- 


organization of southern 
tributor, has been appointed district 
manager for the middle west of the 
Crystal Washing Machine Division, 
Mallory Industries, with headquarters 
at Chicago. Co-incident with Mr. 
Maxwell’s appointment by sales man- 
ager Ben. O. Willebrands, himself a 
veteran of the motor car industry, 
comes that of Charles Smith as Crys- 
tal district manager for the South. 
Mr. Smith until recently occupied the 









ITTSBIID 
THREAD PROTECTED 
ENAMELED DAR. 







couplings and running 
dies over pipe ends. 


Enameled Metals Co. 


PITTSBURGH, PA. 

















IT’S PERFECT! 


DVUm@LO 


stands for highest grade magnet 
wire and coils. Used by large 


Note the new way of assembling 


The BULL DOG 
KNOB 


Made and Sold under License 
United States Patent, Feb. 3, 1920 


The placing of the central bush- 
ing on the cap instead of the 
base, places it in a class by itself. 


same position with the Federal Motor 
Car Co. and will have his headquarters 
S. E. Sutherland, 
formerly with the Proctor & Gamble 
Distributing Co. becomes Crystal dis- 
trict manager of the south 
states with headquarters at Cincinnati. 
A fourth addition to the Crystal sales 
organization is that of W. G. Sheehan, 
recently discharged with the rank of 
major from the office of the chief of 
overseas material production under 


Brigadier General L. E. Wood. Pre- 


at New Orleans. 


manufacturers everywhere. 


DUDLO MANUFACTURING CO. 


Fort Wayne, Ind. 


central 





You will be safe in recommend- 
ing this knob and all of our prod- 
ucts to your customers. Write us 
for any further information de- 
sired. 








Illinois Electric Porcelain Co. | 
Macomb, Ill. 
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NON — BREAKABLE 
FLACK . SAW La a 










































© : 
5 Mr. Jobber’s Salesman 
S This advertisement is for your 
particular attention. 
We want to tell you about 
S Atkins Non-Breakable 
Hack Saw Blades 
There is a large, virgin field 
S for them amonég electrical con- 
©) tractors and dealers. They want 
these Non-Breakable Blades. 
S You can increase your sales by 
= selling the trade Non-Break- 
= able Blades. 
Our National Advertising 


makes them easy to sell. 


We will tell you how to start. 
Write us today 


E. C. ATKINS & COMPANY, Inc. 


**The Silver Steel Saw People’’ Established 1857 
Home Office and Factory, INDIANAPOLIS, INDIANA 
Canadian Factory, Hamilton, Ontario Machine Knife Factory, Lancaster, New York 
Branches carrying complete stocks in the following cities 
Atlanta Memphis New Orleans Portland, Ore. Seattle Sydney, N.S. W. 


Chicago Minneapolis New York City San Francisco Vancouver, B. C. Paris, France 
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PHILLIPS WIRE COMPANY 


PAWTUCKET, R. I. 








ARMATURE SLOT WEDGES 


Made of Hard Maple 


For new and repair work. 


>) 2 
ng ee ae 


Made to any specification. 
Send us your blue print or sample. 


T. C. White Electrical Supply Company 


1122 Pine St., St. Louis, Mo. 














HEMINGRAY 


Glass Insulators 





No. 19 D. G. D. P. 
Specify “Hemingray” 


Hemingray Glass Co. 


Muncie, Ind. 


No. 9 Pony. 











= 





POLES 


NATIONAL POLE CO. 


Escanaba, Mich. 


220 Broadway, 2844 Summit St., 
New York Toledo, O. 


Rialto Bldg., 


San Francisco, Calif. 























vious to his army career, Mr. Sheehan 
was production manager of the Locke 
Insulator Co., of Victor and Lima, 
N. Y. He will be at Port Chester, 
N. Y., where the Crystal executive offi- 
ces as well as one of the three Crystal 
factories are located. 


Hersert L. Lewis has been ap- 
pointed manager of the Philadelphia 
office of the Robbins & Myers Co., 
succeeding A. S. Carr, deceased. Mr. 
Lewis entered the employ of the Rob- 
bins & Myers Co. on February 22, 


| 1918, as a salesman in the Phila- 


delphia office. The territory under his 
jurisdiction will include the states of 
Pennsylvania, Virginia, West Vir- 
ginia, Delaware, Maryland, North 
Carolina, South Carolina, Georgia, 
Florida, Southern New York and 
Eastern Tennessee. 


In Honor or F. S. Batpwin, who 
recently resigned as general sales 
manager of Pass & Seymour, Inc., 
B. E. Salisbury, the president, ten- 
dered a dinner at the Hotel Onondaga. 
On behalf of the company and as a 
token of esteem, Mr. Salisbury pre- 
sented Mr. Baldwin with a watch suit- 
ably engraved. Mr. McElroy, man- 
ager of export sales, on behalf of the 
sales force presented a handsome desk 
in which was sunk a silver plate, ex- 
pressing the love and esteem of the 
sales force. The next day Mr. Bald- 
win’s office force and associates ten- 
dered him a luncheon at the plant, at 
which a silver loving cup was present- 
ed. E. W. Kendall, who succeeds Mr. 
Baldwin as general sales manager, 
brings to his new office a wide experi- 
ence which will help him in his new 
duties. He spent several years in 
electrical contracting and electrical 
jobbing. Later he went with the 
Westinghouse Electric & Mfg. Co. 
with headquarters first in Buffalo and 
later in Syracuse. Some two years 
ago he joined the force of Pass & 
Seymour, being in charge of the Bos- 
ton office. On January Ist, Mr. Kendall 
took over the duties of general sales 
manager with headquarters at the main 
office and works in Solvay, N. Y. 


J. L. Fiynicum has resigned his 
position as sales manager of the Thor- 
darson Electric Manufacturing Co., 
Chicago. His future plans have not 
as yet been definitely formulated. 
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AMERICAN LINE, 
\. MATERIALS CO. / 


CROSSARMS 
THAT LAST 


4 
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ASK YOUR DEALER 
FOR OUR PRODUCT 


' Successor to 
AMERICAN CROSS- \ 
/ ARM COMPANY 
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CEDAR POLES 


Northern 
White Cedar 


Western 
Red Cedar 


Plain or 
Butt Treated 


T. M. Partridge 
Lumber Company 











Cedar Poles 


Butt Treating 
Open Tank Process 
The Valentine-Clark Co. 
Spokane, Wash. 


Minneapolis Chicago Toledo 











BE A BOOSTER 





Tell Your Friends 
About 


THE JOBBER’S SALESMAN 
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IF IT’S PARANITE IT’S RIGHT 
LAMP CORD 


Lamp cord is one item in the jobber’s long list of 5000 products that can 
always be relied upon to produce consistent profits; for the volume of 
sales does not vary with the season—it is a live item every day in the 








year. 


Paranite is regarded everywhere as synonymous with highest quality, at- 
tained through 30 years of painstaking endeavor to make sure that every detail 
is correct. Asa result a lamp cord has been produced that is better than code 
requires. 


Paranite lamp cord is conveniently contained in packages of 250 feet each, 
which are in turn packed in standard cartons of 1000 and 1500 feet. You can- 
not go wrong in pushing Paranite. 


Indiana Rubber & Insulated Wire Co. | 


Factory and General Offices, 
Jonesboro, Ind. 








Chicago Offices: 210 S. Desplaines St. 
New York Offices: 63 Vesey St. 
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SELL 


National Products 
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“Sherarduct’’ and “Economy” Rigid 
Steel Conduits and Fittings, ‘‘Flex- 
steel’’ Armored Conductors and 
Flexible Metallic Conduit and Fit- 
tings, ‘““Flextube’’ Non-Metallic Con- 
duit, National Metal Molding and 
Fittings, ““Liberty’’ Rubber Covered 
Wire and Cable, ‘‘National’’ Outlet 
Boxes and Covers, Switch Boxes, 
Brackets, Fixture Studs, Locknuts, 
and __ Bushings, **Auto-Steelflex’’, 
‘‘Auto-Brassflex’’, ‘‘Auto-Flextube’”, 
Automobile Conduits and Fittings, 
Carburetor and Exhaust Tubing. 


Selling these National Products will 
prove profitable for you, for your 
house and for your customers. 


National Metal Molding © 


General Offices: Pittsburgh, Pa. 





















FLEXTUBE 







Four of Many 












































Your Present Customers Are Good Prospects for 


Dumore High Speed Grinders 


Industrial plants everywhere are good prospects for Dumore 
Grinders. The unusual adaptability of these useful tools 
makes them a necessity in shops, large and small. 


You can greatly increase your sales without materially in- 
creasing your work by selling Dumore Grinders to your pres- 
ent customers. Some jobbers’ salesmen depend on their Du- 


more Grinder sales alone to cover their expenses. 


Whether or not your house carries Dumore Grinders we 
shall be glad to explain the sales features of Dumore Products 
to you and to assist you in every way to get the long profits 
possible in this line. Personal attention will be gladly given 
to individual selling problems. Write 


WISCONSIN ELECTRIC COMPANY 
8323 Sixteenth Street ~©O RACINE, WISCONSIN 





The illustrations show the Du- 
more No. 1 Grinder in use in the 
Wood Turret Machine Company of 
Brazil, Indiana. 


Other shops, large and small, in 
all parts of the globe, find many 
ways to use the Dumore. 


DUMORE 


No. 1 
GRINDER 
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Beauty 


a” the beautiful design and finish of 

the Robbins & Myers Fan the.dealer 
has a talking point which appeals to 
every prospective customer. 


The perfectly smooth surface of the 
gracefully formed drawn steel frame 
and base takes a flawless enamel finish 
which is as attractive as it is durable. 


The polished brass blades, the felt cov- 


ered base—every detail in fact, is such 


as to make the R & M Fan stand out as 
a quality article. It is a high grade, 
reliable article which looks the part 
from every angle. 

Dealers find that this fine appear- 
ance of the R & M fan always im- 
presses customers favorably and helps 
wonderfully in making the sale. And 
the jobber’s salesman finds this a good 
point to bring out in his talk with the 
dealer. 


THE ROBBINS & MYERS COMPANY 


SPRINGFIELD, OHIO 


Buffalo 





New York Boston Philadelphia Chicago Cleveland Cincinnati St. Louis San Francisco 


Robbins & Myers Fans 











